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the price of its products, the aver- | 
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age cigaret buyer is still smoking B ( t t 
more taxes than tobacco. usiness on ac $ 
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Dr. Wesley Sturges has resigned Practical Problems Bar 


his $36,000 job as head of the Dis- Interchange of Views, 
tilled Spirits Institute, and will re- 


turn to teaching. It’s a lot easier Say CR and CU 


to keep the bad boys in the class- New York. 


“Pp July 10.—Manutfac- 
room in line. 


turers whose products are rated by 
a a Consumers’ Research and Consum- 
ers Union often seek to discuss the 
findings of these two services, 
ADVERTISING AGE was informed to- 
day, and while neither of the 
organizations is opposed to such 
consultations in principle both cite 
practical considerations that bar 
interchanges of opinion at the pres- 
ent time. 
7 = * Chief obstacle to such a_ proce- 
Twenty per cent of the people in dure, according to F. J. Schlink, 
the United States buy 80 per cent president of Consumers’ Research, 
of the furniture, R. R. Rau reports. is that manufacturers delegate pub- 
And when company visits the other lic relations or advertising men 
80 per cent, the children sleep on instead of “people qualified to deal 
the floor. with the essential technical ques- 
7. 9 tions involved” to establish contact 
The First National Bank of Louis- With C-R. 
ville endorses baseball as good, “The cases where manufacturers 
clean fun, and makes no exception, actually want to get down to brass 
even when the Brooklyn Dodgers | t@¢ks about things reported about 
clash with the St. Louis Cards. their products, either affirmatively 
or negatively, are almost as scarce 
as hen’s teeth,” he remarked. “Con- 
tacts tend to be vague and general 
rather than specific and _ useful. 


Newspaper readers, current re- 
search shows, are giving more 
attention to local news than bulle- 
tins from the war zone. After see- 
ng too many Shakespearean trage- 
dies, many a theatergoer turns with 
relief to happy endings in the 
movies. 


oe a 


“Just as nearly every woman 
thinks herself an interior decora- 
tor,” remarks F. Q. Tredway sadly, 
“nearly every man believes himself 
an advertising expert.” 

If the women didn’t believe it, a 
lot of the advertising experts would 
have considerably less to do. 


are usually about where they were 
before, so far as knowing what we 
are talking about, since they have 
not ordinarily sent anybody who 
could tell whether the opinions and 
test methods of our engineers or 
scientists made sense. 


“Men sign 83 per cent of the car Out of His Depth 
orders, Buick discovers,” says a “If they have handled the matter 
news item in ADVERTISING AcE. But by correspondence, it has always 
just behind each of them is the firm been extremely difficult to shake it 
hand of a backseat driver. out of the advertising department 
into the engineering department 
where such technical questions as 

It's no surprise that the radio re involved could be competently 
quiz idea has been extended to the @nd definitely dealt with.” 
children. Most any high school kid) Mr. Schlink explained that his 
is willing to admit that he knows a "emarks were not aimed at dis- 
lot more than the old man. paraging the place and importance 
of the advertising man, “but rather 
his tendency to intervene in matters 
which are entirely outside of his 
field, and the tendency of manu- 
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If all the people who say they 
had a hand in boosting the nomina- Sadie tn Gael Gees te Gude 
. > . . . ac ‘ers a yy cases lo encour- 
tion of Wendell Willkie will now ak iar aoa “rd dn oe ton tne 
° é -or 44 0 oO SO r “ne- 

turn out and vote for the lad, his “®° ° I 7 
, "aa ing findings of technical agencies 

election is in the bag. 

and well-grounded complaints of 
purchasers about faults of products 


: over to an advertising or public 
Rough Proofs beat the country in pelations department.” 


hominating Jim Farley as president C-R has a definite philosophy 
{ the Yankees. To make this col- regarding its relationship with 
umn look good, all Jim has to do janufacturers, Mr. Schlink added 
now is dig up $4,000,000. This holds that “C-R’s. primary 
obligation is to its subscribers and 
not to the manufacturers on whose 
Chevrolet's soap-box derby has products it reports.’ Decisions are 
not only given the car a lot of good not discussed with manufacturers 
idvertising, but has proved that a before reports are issued; C-R does 
0a) box can be used for something not consider “appeals” on reports 
sides holding soap and street-cor- already made; if manufacturers and 
€ rators. 
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DIRECTORY OF FEATURES 


li the story of rapidly declining 


‘eat consumption is true, the pack- Ad-libbing 12 
frs who have been utilizing every- Basie Besteons fades 28 
thir " . 7 avro . c 
from the pig exce pt the squeal Editorials 12 
hould have a practical use for that, ; : 
too Farm Magazine Linage 20 
y,vy Getting Personal 24 
At Tampa: Nationals 2, Ameri information for Advertisers 12 
‘ans 1. At St. Louis: Nationals 4, Magetine Linage 26 
Americans 0. Tom Meany’s “new Obituaries 25 
hinor league” is beginning to look Photographic Review 31 
oretty good Rough Proofs | 
Copy Cus Voice of the Advertiser 18 


After such contacts manufacturers 


HEADS NBC 


Advertising Must 
Attack Defamers, 
Coast Admen Told 


"Blustering Indignation 
and Bomb Dropping" 
Essential, Says May 

(Other news of the Pacific Adver- 


tising Clubs Association meeting is 
on Pages 4, 8, and 29.) 


Niles Trammell, advanced from executive 
vice-president to president of National 
Broadcasting Company at a directors’ 
meeting Friday. (Story on Page 30.) 


Vancouver, B. C., July 11. 
Warning that the time for “the dis- 
tinguished defense” of advertising 
Walter W. R. May, 
director of public relations for the 
Portland, Ore., General Electric 
Company, 
“attack vigorously in defense of the 
consumer” in a talk to the general 
session of the Pacific Advertising 


Defense Committee 
Member Seeking Sen's: Sc mcse vier 
Standards on Goods nig Meets ak tee at a 


advertising; some dropping of 
'bombs to send the arch critics of 


has passed, 


Consumer Representa- advertising to cover; some sincere | 


° and earnest arguments with educia- 
tive Asks Better Label- tors to convince them that they 


ing and Grading have been imposed upon by these | 


false prophets of the economic 
revolution,” he asserted. 

New York, July 11.—-Evidence “The things we know of the part 
supporting the prediction made in advertising has played in elevating 
these columns (ADVERTISING AGE, the standard of living; of reducing 
June 24) that the presence of Har- costs through mass production and 
riet Elliott as consumer member on widespread sales; of improved qual- 
the National Defense Commission jty and more scientific manufacture, 
will open a new channel for the aj} Jend themselves to an attacking 
exercise of pressure by organized form of advertising in its own de- 
consumer groups, came to light fense, and thus in defense of the 
here this week, when it was re- consumer. 
vealed that Dean Elliott considers 
improved labeling and development Should Take Offensive 
of standards for consumer goods as “Let advertising attack by de- 
essential to the maintenance of liv- manding that critics prove their 
ing standards during the national statements and what is more impor- 


emergency tant—give foundation to their in- 
Determination to pursue this ob- ferences 
jective was voiced by Dean Elliott “Let advertising attack by chal- 


in a communication sent to Harold jenging in the courts some of the 
Brightman, vice-president of L. loose statements 

Bamberger & Co., and head of the “Let advertising attack by adver- 
National Consumer-Retailer Coun- tising widely with the best art and 
cil. Voicing the hope that all con- typography it can command, those 
sumer and business groups will lend jnstances when the assumptions of 


(Continued on Page 28) (Continued on Page 27) 


Last Minute News Flashes 
$500,000 to Support “Thief of Bagdad” 


New York, July 12.—Advertising commitments of almost $500,000 
have been made in behalf of Alexander Korda’s “The Thief of Bagdad,” 
which will be released through United Artists in September. Licensee: 
nanufacturing merchandising which ties in with the picture will spend 
$325,000 in newspapers and magazines, while the producer’s budget i 
now set at about $90,000 for newspaper and $60,000 
for magazines A total of 87,000 window displays is contemplated 
Buchanan & Co. is the 


and outdoor po te! 
agency 


Fels-Naptha Account Still with Young & Rubicam 

New York, July 12.—Despite rumors here that Young & Rubicam 
has relinquished the Fels-Naptha account in order to take over promo- 
tion of a new Lever Bros. soap product, the agency today insisted that it 
till handles Fels. At the same time Lever Bros. told ApvERTISING AGE 
in Boston that no agency has yet been appointed to direct advertising 
of Swan, a new all-purpose soap 


Grow Made Celotex Sales Promotion Manager 

Chicago, July 12.—M. D. Grow, formerly assistant advertising man- 
ager of United States Gypsum Company, has been named sales pro- 
manager of The Celotex Corporation, 
nent made here today 


motion according to announce- 
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urged that advertising | 


ANA Asks Changes in FTC 
Handling of Complaints 


Advance Publicity, Lack 
of Definite Data, Trial 
Procedure Questioned 


Washington, D. C., July 10,—Pro- 
cedures followed by the Federal 
Trade Commission in issuing com- 
plaints involving advertising 
claims and in conducting hearings 
in such actions today drew the fire 
|of the Association of National Ad- 
vertisers, which took advantage of 
a meeting here of the Attorney 
General's Committee on Adminis- 
trative Procedure in Government 
Agencies to present the views of 
leading manufacturers. 

The committee, set up last fall, is 
investigating the need for proce- 
dural reform in the field of admin- 
istrative law. It is headed by Dean 
Acheson of the District of Columbia 
bar 

Appearing for the ANA were G. 
S. McMillan, secretary, and I. W. 
Digges, counsel. Mr. MeMillan 
pointed out that, following the in- 
vitation of the committee to regis- 
ter with it some of the FTC prac- 
tices deemed unfair by manufac- 
}turers, the ANA had surveyed its 
|membership to secure representa- 
tive opinions on the subject, 


Publicity on Complaints 


He reported that the feature of 
|present FTC procedure that most 
often results in damage to national 
advertisers is the publicity given by 
the commission to complaints alleg- 
ing false advertising claims before 
there has been any determination 
of the merits of such claims. He 
said that such publicity is often 
seized upon by competitors and 
used to the detriment of the adver- 
tiser named in the complaint. Such 
complaints also convey a damaging 
impression to consumers, he added, 
pointing out that while the FTC 
releases merely indicate alleged vio- 
lation of the law, too often an alle- 
gation is synonymous with a con- 
viction in the lay mind. 

Basing his presentation on the 
opinions expressed by ANA mem- 
bers as well as his own experience, 
Mr. Digges recommended that in all 
cases where charges involve unfair, 
deceptive or misleading practices, 
the defendant be advised precisely 
with what he has been charged “in 
unmistakable language.” Mr. Dig- 
ges quoted one manufacturer as de- 
claring: 


Work in the Dark 


“In some instances, we have been 
pretty much perturbed about the 
way the Commission goes about 
looking into our records. Out of a 
clear sky we will get a wire from 
ome branch office that the FTC in- 
vestigator has asked to go through 
our entire files without indicating, 
with any satisfactory degree of par- 
ticularity, what type of offense the 
Commission considers we may be 
guilty of.” 

Another advertiser was 
as follows: 

“A Commission field representa- 
tive, to be sure, has called before 
the bill of complaint was served, 
|} but he did not give us information; 
he asked information. He did not. 
as the Committee says, furnish us 
| with a statement of the charges.” 

Mr. Digges’ second point was 
that the Radio and Periodical Divi- 
sion of the Commission, which de- 
| votes its attention largely to adver- 
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tising censorship, in asking for the 
collaboration of prospective defen- 
dants, be required to advise such 
defendants that there is no obliga- 
tion under the law to furnish quan- 
titative formulas ~r the complete 
advertising done by the prospective 
defendant for the past six months 
and that such cooperation is op- 
tional with such prospective defen- 
dants. 


Much Useless Work 


He quoted a number of manufac- 
turers on this point. One of them 
said: “With one unimportant ex- 
ception in which case we entered 
into a stipulation respecting certain 
minor advertising claims, none of 
these inquiries (from the Radio and 
Periodical Division) have resulted 
either in stipulations or cease and 
desist orders. However, the job of 
procuring, assembling and present- 
ing the factual and scientific data 
justifying the claims made was a 
job of considerable magnitude in 
each case. We can make no justifi- 
able complaint as to the attitude or 
action of the Commission in any of 
these matters. But in view of the 
magnitude of the job of procuring, 
assembling and presenting material 
supporting advertising claims, we 
think the Commission should use 
these inquiries rather sparingly and 


only in cases where the validity of 
the advertising claims is subject to 
serious question.” 


Another A.N.A. member - said: 
“There is a possibility that some 
of the people working under the 


Commission may be so critical or 
skeptical of advertising that their 
complaints go further than they 
should. In some cases it has seemed 
to me that the complaints have not 
been made on the basis of ‘is this 
misleading, harmful or unfair com- 
petition’ but on a basis of ‘how can 
I construe this advertising as being 
misleading’ regardless of whether it 
is harmful or unfair competition.” 


Should Release Answer 


Next Mr. Digges took up proce- 
dure before trial, but after com- 
plaint has been issued. He empha- 
sized the point previously touched 
upon by Mr. McMillan about the 
practice of issuing publicity with 
respect to complaints without si- 
multaneously issuing the substance 
of the respondent’s answer. “It is 
our confident belief that the pur- 
pose of the act would be fully sub- 
served if the publicity were held 
in abeyance until the respondent's 
answer had been filed and then re- 
lease simultaneously the substance 
of both complaint and answer,” he 


said. “If the answer contains no 


merit, that fact will be readily ap- issued in November, 1938, and was 


parent; if there is, however, reason 
to believe that the respondent has 
acted in good faith and in reliance 
upon what he believes his legal 
rights to be he is entitled to have 
that fact known to the public so 
that the judgment will be withheld 
until the end of the case and the 
respondent will not suffer from un- 
fair use of the complaint as a com- 
petitive weapon.” 

In this connection he quoted one 
manufacturer as writing, “We have 
suffered from premature publicity 
released by the federal government 
agencies in connection with com- 
plaints charging illegal practices 
which have not yet been deter- 
mined or on which no hearing had 
as yet been held.” Another manu- 
facturer is quoted as saying: “This 
has been a damnable practice on 
the part of the Commission for 
years and is a flagrant example of a 
government bureau indicting with- 
out due process.” He said that an- 
other manufacturer declared that 
this was the most important piece 
of business before the Association 
of National Advertisers. 

Case Drags On 

Mr. Digges pointed out that “in 

a case in which we appear of coun- 


sel the Commission’s complaint was 
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Back when Terry Clyne was a Ford dealer, he learned that every 


kind of prospect can’t be interested in the same type of automobile 


that vou can't even call on every 
hour of the day. 


So far 
casting versus networks. 
the 


(whether it's noon in New 


every prospect, with same 


But spot broadcasting is different! 


kind of prospect at any certain 


as ‘Terry is concerned, that leads straight inte spot broad 
Networks must necessarily attempt to sell 
sales-talk, 


York, or 9 a. m. 


the hour 


in California). 


and at same 


Even if your logical market 


includes the Bible Belt, the Cocktail Community, and the Sunrise 
Section, spot broadcasting enables you to hit each area at its own 


most favorable time, with its most 
with its own favorite stations! 


can't miss! 


appealing type of program, and 
With proper spot broadcasting, you 


All of our fourteen good men can advise with you as to local habits, 


local preferences, in each of the 24 big markets we serve. 


is to help you make spot radio mor 


“our” station isn’t the right on 


for vou In any 


Our job 
Hene ° 


particular market. 


profitable. even if 


we'll give you the facts. That's the way we work in this group of 


pioneer radio-station representatives. 


FREE & PETERS. | 
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then released to the press. Respon- 
dent’s answer was filed the follow- 
ing month and was given no pub- 
licity by the Commission. The case 
has not yet been tried although in 
justice it should be said that a por- 
tion of the delay has been due to 
the conflicting trial engagements of 
counsel. Meanwhile the complaint 
has been made the subject of criti- 
cal articles in 
publications, letters of inquiry from 
users, and the like; such published 
articles have led the public to be- 


lieve that the respondent was guilty | 


}as charged.” 


The second recommendation un- 


|der procedure before trial given by 


|Mr. Digges was that the Commis- 


sion follow the procedure of issu- 
ing a bill of particulars when re- 
quested under the rules prevailing 
in federal equity practice. 

The next recommendation was 
that the Federal Trade Commission 
give prompt and careful considera- 
tion to motions to dismiss before 
joinder of the issue when such mo- 
tions are addressed to the jurisdic- 
tion of the Commission either of the 
subject matter of the complaint or 
of the party to the complaint. 


Changes in Trial Procedure 


Following this Mr. Digges took up 
trial procedure and made five rec- 
ommendations thereunder. The first 
recommendation was __ that the 
Commission either adopt rules of 
admissibility of evidence as estab- 
lished in the federal courts’ in 
equity cases or that it issue rules 
of evidence of its own to be applied 
in all the Commission 
so that counsel for the defendants 
may be apprized in advance of the 
hearings just what type of evidence 
will be competent so as to be able 
intelligently to prepare his case. 

The next point was that the Com- 
mission have the same rules for the 
issuance of subpoenas when _ re- 
quested by defendants as for sub- 
issued to the 
Commission 

Anothe) recommendation was 
that trial examiners should be spe- 
cifically instructed to permit the 
same type of proofs and follow the 
same procedure regarding rules of 
evidence with respect to 
dents’ cases as with 
Commission’s proofs 


before 


Cases 


poenas counsel for 


respon- 
respect to the 
In discussing 
the elimination of certain proceed- 
ings by a trial examiner as being 
“off the record,” Mr. Digges said: 
“We are hearing criticism from 
counsels from all parts of the coun- 
try of the practice of the 
Commission’s trial examiners of 
ordering ‘off the record’ a_ portion 
ot the record which respondents 
deem important to protect their in- 
terests on appeal. We believe that 
such ‘off the record’ proceedings 
should be eliminated except by 
agreement of counsel for both sides 


some ofl 


that the matter in question is ac- 
tually irrelevant.” 
Expensive Copies 
His last point under trial proce- 


dure had to do with the tremendous 
expense involved by a defendant in 
getting copies of the record. “A sur- 
vey conducted by a trade publica- 
tion last summer,” he said, “indi- 
cated that a great many respon- 
dents did not fight the Commission's 
citations because of the enormous 
expense involved. One such item 
is the cost of the record. If a res- 
pondent wants daily copies of the 
record, he must order at least two 


copies and pay $1.10 a page for a 


so-called consumer , 


—— 


25-line page. That same record cay 
be had by the Commission for one 
cent a page. Obviously this is 
great hardship for the small bus)- 
ness man. We know of no reas 
why a respondent and especially 
respondent of small means should 
be so heavily and undemocratica] 
penalized.” 

Fadism Among Scientists 
Lastly Mr. Digges discussed 
matter of Commission policy. “The: 
jare currently arising,” he said 
“many Commission cases involving 
scientific, technical or medical que: 
}tions where there exists two ; 
|more clearly defined schools of pri 
fessional thought as to the action « 
efficacy of a given commodity. |: 
such cases it is our strong view th: 
ithe Commission, composed of non 
technical men, should not attemp: 
to elect as between two honest but 
differing schools of opinion. We al! 
| know that almost every important 
|development in the field of science 
|has been considered heretical whe: 
ladvanced by its discoverer. We 
also know that scientific men just a 
the rest of mankind are sometime 
governed by subjective reason and 
that fadism sometimes prevail 
among scientists as well as in the 

field of women’s hats. 

“In this circumstance the Com- 
mission, in our view, should be im- 
partial as between conflicting 
schools of scientific opinion. . . h 
this field of scientific opinion we 
address ourselves to the sound dis 
cretion of the Federal Trade Com- 
mission, to its conscience as an ad- 
ministrative court of equity, that it 
not penalize initiative, forestall sci 
entific inquiries, take sides in con 
troversies between scientific bodie 
of opinion and unwittingly aid com 
petitors whose motives are not al 
ways beyond reproach. .. The Com 
should confine itself to de 
termining whether the views 
honest views of scientific men ar- 
rived at with objectivity and the 
disinterest of the true investigato: 
and not through a determination ot 
which school of thought 


misston 


are 


is correct.” 


National Week 
for Newspapers 
Planned for Fall 


Harrisburg, Pa., July 11.—N: 
tional Newspaper Week will be ob 
served Oct. 1 to 7 under the aus 
pices of the Newspaper Association 
Managers, Inc., a group of execu 
tives representing 25 newspapt 
publishers’ throughout 
the country, it was announced her: 
today. The idea is an outgrowth o! 
the “newspaper prestige” weeks ol 
served in Pennsylvania, Californi 


associations 


and other’ states during recent 
years. 
Included in the material whi 


newspapers will be asked to use 
local observances will be 
editorial and advertising promotio: 
directed to consumers and discu 
sions of freedom of the press, tru! 
in advertising, leadership of new 
papers as news purveyors and c¢ 
tributions of advertising to 
American standard of living. 
The cooperation of wome! 
clubs, civic organizations and 
clergy will also be enlisted 
committee in charge of the pro: 
tion is headed by William N. Ha 
Pennsylvania Newspaper Publis! 
Association, with headquarte: 
the Telegraph bldg., Harrisburg 


sper 
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Lice SPEECH : 


Wey, 


A Premium Project of Extraordinary Merits 


One that will win the support of women’s clubs. school officials and 
patriotic organizations. 


It's new. absolutely different and perfectly atuned to the times! 


Now. more so than ever before, the American people (young and old, in 
school and out) in their reading prefer biographies of America’s great 
men and famous women—they who contributed so mightily in making 
ours the world’s most successful nation—ours the world’s first and last 
refuge of genuine Democracy. 


We offer you the two sets of biographical booklets. containing the most 
thrilling. most dramatic and most adventurous achievements of the out- 
standing “HEROES AND BUILDERS OF AMERICA” and the most 
“FAMOUS WOMEN IN AMERICAN HISTORY.” 


Two years in preparation. 


Now available to wide-awake premium users on an exclusive basis in their 
respective cities, states, districts (or exclusive on a nation-wide basis to 
one firm). 


Ideal for Newspapers, Radio Stations. and Magazines. 


ocahontas 


“7 


\ 
"REEDOM 


or 


Dimensional size of booklets same as pictured above 544° x. 7". Attractive 
" 


Red, White and Blue covers. 
) books in each set. the 80 books having a total of 3.200 pages. 


Price 2! cents per copy. Can be liquidated in mail at 3-copies-for-lMWe. 
To start campaign, the first 1 books of each set will be given at 10e. The 
3 cent spread between cost and liquidating price is ample to cover cost 
of postage, collecting coins. addressing and mailing carton. 


Exclusive territorial contracts given on basis of an order for at least 150 
sets of each group of books 300 set< of both groups for every LOO.000 
population. If territory population is 500,000, order must be for 1.500 
sets of both groups. 1,000,000 population, 3.000 sets of both groups, ete. 


Some homes will want only the “HEROERS AND BUILDERS OF AMER- 
ICA.” others will want only the “FAMOUS WOMEN INO AMERICAN 
HISTORY.” But many will want both sets. Thats why both set- must 
be offered simultaneously. 


A 13 week campaign assuring repeat sales. 


Leading book publishers are participating in the project. Well known 
authors are represented, Nevertheless. the two sets of 40 books each. 
having an average of 1.600 pages to the set. are offered at the unheard of 


bargain price of 93 cents per set... 2's cents per copy. 


First Come, First Served. Samples Available. 


UL. s. 
341 Madison Ave. 


SALES COMPANY 


New York. N. Y. 
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The finals of the three-minut 


Don Belding New elimination speaking contest were 


held at the Monday luncheon, and 


atte the afternoon wee devetes to - 
Tris Is Mr. James Tuis Is Joe Head of Padic zx 
: ' 4 relations groups. 


s.s Following a _ business _ sessio: 
Advertising U § Tuesday, the general session, pre 
sided over by Roy A. Hunter, Van 

Vancouver, B. C., July 11.—Don couver, heard talks by Mrs. Mario; 
Belding, manager, Lord & Thomas, Stixrood, woman’s editor, Seattl 
Los Angeles, was elected president Post-Intelligencer, who traced th 
of the Pacific Advertising Clubs history and growth of women’ 
Association at the annual conven- | pages and features in newspaper 
tion here this week, succeeding and emphasized the tremendous ap- 
Norton W. Mogge, J. Walter Thomp- | peal which these features have t 
son Company, Seattle. Mildred | readers; and Walter W. R. May, di- 
Peery, Oakland, Cal., was elected | rector of public relations, Portland 
vice-president-at-large and How- General Electric Company, whose 
ard Willoughby, San  Francisco,| Vigorous plea for an advertising 
was named senior vice-president. | attack that would defend the con- 
Charles A. Storke, Santa Barbara,|Sumer is given in detail on Page 1. 


was elected secretary-treasurer. At the luncheon finals of the men’s 
District vice-presidents were | three-minute speaking contest, on 
elected as follows: J. Corning |the subject, “The Consumer Move- 


Todd, Tacoma, District 1; A. A.|ment, Friend or Foe of Advertis- 
Campbell, Salt Lake Tribune-Tele- | ing,” were held, after which the 
gram, District 2; K. K. LeMaster,|Convention broke up into depart- 
Portland, District 3, and Fred | mental sessions dealing with point- 
Palmer, Phoenix, Ariz., District 5. of-purchase material, newspapers, 
ae" Jack Leatherman, Sacramento, Cal.,|*9d junior advertising clubs. 
. rE as vice-president for Dis- Many Speakers 
trict 4. 

Both Are Contractor- Builders Ct ta Barbara, Cal, was selected| At the Wednesday general_ses- 
as the scene of the 1941 convention, | S107, presided over by Don Gilman, 


hi tn = se on ceil Western’ vice-president, National 
which it is understood will again be ’ , 
Both are the meni you have to sell held in July: and it was posting Broadcasting Company, speakers in- 
ee cee ee ‘-luded Adrian Head, vice-president 
° mended that consideration be given | © 
if you want to sell BIG to the to the two invitations received from - a ig ge _Company, 
° ° Portland, Ore., and Tacoma, Wash., | *OTO?*9; a os aes, Peee~ 
Building Industry ta the 1942 convention. dent, Foster & Kleiser, San Fran- 


The association decided to em- | °!8¢0; Roderick Olzendam, director 
OE : ull - iat ; of public relations Jeyerhaeuser 
Mr. James and Joe are “brothers under the skin.” On Sunday you probably bark on a much larger plan of 7. DU? ooo bacon 
. Cora action as outlined by retiring|—'™O*r ~ompany, ‘acoma, an 
would not be able to tell one from the other. But on Monday and every other President Mogge which calls for Ftederic R. Gamble, managing di- 
work dav / expansion of the present activities nos 8 ae Association of Ad- 
7 and the financing of this expansion | Y°T'!S'N& gencies, 
through a drive to secure $25,000 Group meetings ape radio, public 
in membership fees and other reve- oa sy pace direct mail were held 
> : : P , d , ol . . In ve atternoon. 
to find. He has his own architect foreman-—-and crew of workmen. nue. 


Mr. James is a subdivision builder-—with an established office and not hard 


> $3 . i a . Constitution Changed sy : ”“ 
Joe probably “offices” at home. Tle may have from 5 to 25 jobs and to find Progressive” to 


; : ; ‘ss ‘ , a The Association two years ago | La Follettes 
him you may have to chase him all over town —-from one Job to another be- added a section to its constitution! he Capital Times Company 
‘ause he’s an “on the job” man. He will be from basement to roof watching to take care of the organization of | Madison, Wis., has sold its interest 
junior advertising clubs, but this |in the Progressive Publishing Com- 
action was rescinded at the business | pany, publisher of the Progressive, 
° , een - a. eo > 1 1c . -eting, < thich i as »cided | weekly newspaper, to Sen. Robert 
sometimes it’s hard to tell which one of the men is Joe. meeting, at which it was decided | wee : er 
- that recognition will be given to ~ Rae Follette and Philip F. La 
niet , : : , , , junior clubs only as a departmental | Follette. 
: ~~ are , ts , a rece ‘ re Apo ~ : eeemmnatie 
Che Joes are mighty important men. Ina recent F. W. Dodge Indianapolis ot akan ie | 
report NO ARCHITECT was involved in the 81.37'¢ of the dollar volume An executive board will be estab- Davis Plans Fall Drive 
: , ae . . . lished to be known as the senior | aiken oo ' 
ne , , » . . > wae TE ( ‘ re 3 R. B. Davis Company, Hoboken, 
of residential building. In Pittsburgh the figure was 79.85°, ... and so on. advisory board of junior advertising| N.j. hae planned te hensive tal 
; : ‘ , ‘ P onde , organizations, and will consist of | campaign for Davis baking powder 
Joe is his own architect draws his own plans writes his own specifications five members who will serve for | involving 29 newspapers in 25 East- 
We : lie : £, a ml wan one year, with a chairman who ern cities. Beginning Sept. 18, and 
BUYS HIS MA‘ ERIALS from his local yard. would serve for three years. The a for ens — — 
" members will be known as the|!™seruons are scheduled, adlo 
The Mr. Jameses and the Joes Are the Men You Want to Sell senior advisor to the juniors in the | Wil! also be used. Sherman K. 
Ellis & Co., New York, has the ac- 


every construction detail working with his men-——-showing them how  —-and 


respective districts they represent count. 
They support the 10.000 better dealers who do 84°, of the lumber and ma- and be responsible for all junior | mai 
és 2 : ; ‘ pe ° on 3° . a Pa activities in these areas, and the 
terial business for light construction and residential building of the country. chairman of the board will be a| We for Towell 
: ; director of the Pacific Advertising Enger-Kress Company, West 
70,000 Mr. Jameses and Joes are active this Clubs Association. Bend, Wis., maker of leather goods, 
ai . ; ;and Research Products Corporation, 
vear. ‘They both read their own paper Public Relations Discussed “Madison, Wis., air filters, have 
> wren y . ‘ —_— pe placed their advertising accounts 
e span yon eter pER PRACTICAL BUI LIER the only eX- An indication of the emphasis be- | with Arthur Towell, Inc., Madison 
L BUIL Aa clusive Contractor-Builder paper in the indus- ing increasingly placed on the con- Enger-Kress will use consumer pa- 
oo pe a reel : ’ sumer movement and its implica- | Pers, Research Products, business 
try. Chrough PRACTICAL BULLDER tions was the fact that discussions | PUblications. 
; of relations with the public, in one 
OU Ci reac el. : 
you can ich them form or another, cropped up re- 
— : - ‘ " peatedly throughout the three-day 
» ‘ , ‘ye , . 7 ,. - . r' : 
PRACTICAL BULLDER is written exclu conference, both at the general ses- 
sively for them —and each monthly issue ts sions and at the various departmen- 


‘ : . —* P tal meetings held 
filled with such essential information that The convention got under way 


THKY BUILLD FROM Vt THEY Sunday evening with the high-spot 


entertainment feature, the Baronial 


. a ‘ Ls a 

BUY FROM UP. Janquet at Hotel Vancouver, a 
never-to-be-forgotten formal event, 

It's also a merchandising paper —-intluencing with all the ceremony of the old 
world 


GAS UTILITY 
strong for it-—-7.021 of the better-class dealers tional Day,” was launched with a COMPANIES 4 


the lines which dealers carry. And dealers are Monday, Gecmeted “tetecae| 


woman's breakfast, presided over 
by Hazel Evans of Tacoma, vice- 


pick the 70,000 list of these active Contractor- 

Builders. Se ee at w —— = Newscolor is doing a pow- 
‘ature was ; ree-mir » speak- " . Me 
eature was a three-minute spea erful. INEXPENSIVE ad 


ing contest on “How Can Advertis- 


WRITE FOR FULL INFORMA TION— ing Help the International Situa- vertising job for many 


x S l ll t Il ] t d as id gas companies and gas ap 
4 aiesmen wii not cali uniess requeste ollowing welcoming addresses “ik : yer 
q and a response by President Mogge, pliance manufacturers. Send 

the first general session got under for specimen copies of con 

way under the chairmanship of R. sumer advertising pieces 

R A + ' iz A I | | | D EK, G. Kenyon, advertising manager, : 4 } 

Southern California Edison Com-| we have produced for the 

- . . TV 2. pany, Los Angeles, to hear talks by | gas industry. No obligation 

59 E. Van Buren Street CHICAGO Prof. J. Friend Day, and Rilea Doe, | 
Publishers also of Buitoinc Surety News and B S N Deacer Caratoc—24th Year vice-president, Safeway Stores, | SHOPPING NEWS 


Inc. Both of these talks are re- 
ported elsewhere in this issue 


hewscolor “Division CLEVELAND 
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Canada Dry Gives Old Dutch Cleanser Initialed Glass of all the people in the United First Advertising for 


Up ‘Information’; 
Costs Too High 


New York, July 11.—Steadily 
iounting production costs and the 
neertainties of the business out- 
look have contributed to a decision 
by Canada Dry Ginger Ale, Inc., to 
cease sponsorship of the “Informa- 
on Please” program when the ex- 

ting contract expires on Nov. 15, 
t was learned here today. 

The beverage company will step 
iown as sponsor after a two-year 
eriod during which the show 
chieved a ranking among the most 
popular programs on the air. Previ- 
us to Canada Dry’s sponsorship 
he quiz was conducted as an NBC 
ustaining feature for six months. 

Although the general impression 
ias been that “Information Please” 


s a comparatively inexpensive 
how, indications are that a sub- 
stantial boost requested by Dan 


Golenpaul, producer and originator 
of the program, was a major factor 
in the Canada Dry decision. Mr. 
Golenpaul set $8,500 a week as the 
tariff required for a new 52-week 
contract. This would have brought 
the year’s production cost to $432,- 
000 which, with network time 
charges added, would have neces- 
sitated a commitment of approxi- 
mately $1,000,000 by Canada Dry. 


Costs Jump Greatly 


It is understood that Mr. Golen- 
paul’s quotation for a new contract 
was originally $9,500, but this was 


shaved down to the lower figure. 
Under the existing contract the 
production cost is about $4,200. 


When Canada Dry took on the pro- 
gram this figure was $2,500. 

Although NBC officials are non- 
committal about the fate of the pro- 
gram after Nov. 15, it is believed 
that efforts are now being made to 
interest a new sponsor. 


Doriot Heads Tin Plate 


Georges F. Doriot has _ been 
elected president of the McKees- 
port, Pa., Tin Plate Corporation. 


He will continue as chairman of the 
executive committee and as a di- 
rector. J. P. Fife has resigned as 
acting president and will continue 
as chairman of the board. William 
H. McLean has been named assist- 
ant to the president, and Charles 
H. Hatch was elected a vice-presi- 
dent and treasurer. 


Hamilton to Publishers 


Ray V. Hamilton, manager of the 
radio properties of the St. Louis 
Star-Times, has resigned to become 
affiliated with West Publishers, Inc., 
Houston, publisher of the Austin 
Tribune and Dallas Journal. The 
company is applying for new radio 
stations in Dallas, Houston and 
Corpus Christi and for transfer of 
control of KTBC in Austin. 


To Take Advertising 


Young Catholic Messenger, weekly 
news magazine published by George 
A. Pflaum, Dayton, O., has an- 
nounced that it will now sell a lim- 
ited amount of advertising space for 
the first time. 


” 


eZ 


at point af sale | 


to Blackett-Sample 
Advertising of Old Dutch 
cleanser, product of Cudahy Pack- 
ing Company, Chicago, has been 
placed with Blackett-Sample-Hum- 
mert, Inc., Chicago, effective July 5. 


Wyatt to WBEN 
Gene Wyatt has been appointed 
commercial manager of WBEN 


Buffalo, succeeding the late Clifford 


M. Taylor. Frank Kelly will con- 
tinue as assistant commercial man- 
ager. 


Join Oswald Agency 

Franklin Dunlap and Marguerite 
Roberts Johnson have joined the 
Oswald Advertising Agency, Phila- 
delphia. 


‘Spurs Sale of 
Borden’s Syrup 


(Picture on Page 31) 

New York, July 11.—Even the 
apparently intricate question of how 
to determine the relative popularity 
of the various letters of the alpha- 
bet in initials of surnames does 
not intimidate the modern marketer, 
the Borden Company demonstrated 
in introducing a new tumbler pack- 
age for chocolate flavoring syrup. 
The tumblers have been attractively 
personalized with individual ini- 
tials, insuring purchase for re-use. 

Borden obtained from Owens- 
Illinois Glass Company a_ percent- 
age breakdown of the first initials 


States. This estimate is said to be 
accurate within 2 per cent for all 
towns and cities except those with 
a heavy foreign population. 

The new syrup was first sam- 
pled in paper containers to regular 
customers. Route salesmen followed 
this with personal calls, showing 
customers the tumbler with their 
own initials and taking orders. 
Deliveries were then made with 
regular milk orders. Initial work 
was in New York, quickly followed 
by extension to other communities 
where Borden operates. 


Anthony & Anthony Moves 


Anthony & Anthony, merchandis- 
ing displays, New York, has moved 
from 507 Fifth avenue to 292 Madi- 
son avenue 


Power House Candy 


Walter H. Johnson Candy Com- 
pany, Chicago, will launch its initial 
advertising of Power House candy 
bar through Franklin Bruck Adver- 
tising Corporation, New York. Radio 
will be used. 

Johnson built up a considerable 
volume in specialized fields without 
advertising. Truck drivers, for in- 
stance, are reported to be staunch 
friends of Power House 


Sues Publisher 

J. Hurt Whitehead, principal 
stockholder of the Tribune, Chath- 
am, Va., is suing Preston B. Moses, 
publisher, to void his contract and 
return control to the owners on 
the grounds that the contract has 
been violated by the adoption of 
certain editorial policies. 
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Harry Hansen, noted literary critic. And over 


4,500,000 men, women and young people con- 


tinue to find the best in “Escape" literature 


in COSMOPOLITAN 


ae i of 3: 
she * 4 
“ae o 
: iz a 
a7) « _ 
‘ile 
enh 
ae 
ae vi 4 
a ee . 
ae 
aaiie 
ee 7 
- i, 
pee 
tat 
nue sf 
caer eo 
crnmmnnmnnmmnnmmnmnnmnnnnnnnnnnnnn nnn SS ee 
Vee 
area 
¥ saa? 82 ae oh *. ei ~ aS nae eels ah es ‘ Fs ts cere ey eee, * 
(he es fe ee) ene irae age ey <x id et a Kae “aa ey bo Ms 
CR he ae Ses atin , 5 ee <8 ces ie eg he \ 
3 « as es Pm * Pe a ee ee we) Ree Fy er e. i 
POG NS gee eee ieee ae : eo oe ge a tie ae 
Abe Yims te ee ee ee Pe . tas, 3" ‘ots : ee 4 
~ a ee me 85) bis Wee Pot ah ia 3 8. t : ee = ‘ 
“CRESS SS ; . Saad: . eee yaaa Cos “t ef “ 
Pacer rr te: oS BE Aa Public Cool to War Stori 
ag i eg na Phase ia Ein oS SPE So Dae age Ot ublic Cool to War Stories, . 
Steet. ave mite a gee oe Sahel. & 3 Aes Y link © , aes BESS / 
eS en * gare > ee Coa ie ats et A ee ‘ 
‘a8 a, Pe, & . e Met ad oe we MT. aA, be Paty «byt “4 4 | | 
a rs i 7 . ats a fs *.* pe SIF tight #2 ) 
“a EN ie ae : ee i ete age: es Oe EE \ 4 /J : 
. fe tes is Ps Lee aap - : ee, P f ‘ 4 aan 
’ ‘ a ees . : “ ’ 
BOR | EI a eR ae referring AY} 
Fo gf hy Oe Pt Ba ee aS ; Pay ARS Re ie = f/f 
oe . ¢ é ai $ ; bd a . Cary rs 
Se es |, " 4 | s * d 
- . * ¥e . 3 
b = ; % : ae - ee 
3 Po ss 
be” % * § > cal i. 
ea : i 
EE ; afte 
¥ Pr ei 
Mi eae 
a eS _ 
bata = : a 
- a 
i e 
ae E25 
: xf ¥ fic ; 
oi ; Sah aa? 
We 7 ; 
*. ry s Paaee jaces 
‘ th ee ae f 
| ; ; ? ob, r 
a { . ad . ti, rs “he 
ri : > ay . ne J 
: ‘ HESS + TF Pas o 3 7s , i 
“- _ Me <¢> Sig ie . 
: Se % 
- ee ; - re By. Ay iZ 
_ ees Tl 
fs ; 5 ea a Sm ihe sos * 1 
; ae ‘ sak, Mi Hi Kit 
' | . - + , ~ ‘ a 4% 4 
. Pest a es side ; ; 4; ; 
’ } oe, Br ee pike NS as A ak ete : 
; Me - 5 ~ “4 P & * Bu ie, Se 
i i ~ ra’ om wr a a wee ee : ie Dias sis 
a ; ’ ‘ ° - * ' , 
% be & ) . ! » ‘ ’ a se 
Am) ‘ : 4 ; 4 Dt eal 
’ ‘ bes * ws ; 
. ! , We ig K - 
* Ph x Miss ¥ . ‘i, 
f'% <a m m " 7 . 
, ‘ ' 0 ¢ 
4 ‘ ‘ se 
a . as : ’ | _ oo 
, es Ce e/ 33 
“ V4 io Wate 
; “ * a9 “ ‘ “8 ~~ 
“ : F xij — 
‘ 4 : ; aay & 
" ‘ 4 FS Oy : ’ os 
. . 
- aa . 
. , 
) i] ,) : 
yp 4 
: =] 
; > y 7) . © 
- 4 » ies 
: LOR 3 
’ ; a: 
e ~ Le 7 
: j + an ae 
S f ra \ 
r 4 7 4 ° y 
As 7 ‘ an f 
A 5aat > : 
J Sm ' 
- —_———, } 
/, - 7 
¢ . 
eee f, 4 
‘a aaa 
i ad 
a 
eA ¥ 
g "ALL . SM 
, v os 
7 An 
TREET 4 rs 
‘ ae 
wr oy 
"Od : : 
q OURNAL hind 
.. ’ ss 
age 
ao 4 be be 
J : iy: ce hae 
‘ : 
| | ; 
a. mt ; 
y Api Ne; 
ye] = 
7 
- 
, = a, a _ 
a ' — . aae 
’ : 
‘ . ¥ 
€ rs Pi . ‘ ; 2 . ’ 
1 “ Sg, 
~ <n 
| 4 . me ‘ t Mi mh 
<r ‘ . , - 
™ “. . s - 7 ’ . 
ND = 7 ips hee 
— " “ -_ i, %y - tp are . - ; iM “, may 
ae ae Pa A ge Bee us ~ gett on SM yi” et ae pie t Whe. ee s, 7F ie : Mat up : * ean 
alah haa! alg te iS ocd tte hats ae ee RO LS SR aie or a ne eee et? re ae or oat 
ft 
1, ie WE e.. MS Se a ee Re ote oh : aa Je ie ; Ae i  ¢- Rd : é oe t. a re ‘ Fics 2 pele 7 a. es yess mtd iN" yg . ing 
; i, ci ee tae % es Se Ts eee Se > oes 4 S ie kn) een: Ie Sy ee ge a eR . eee ea 
Sk ia ee eae i.” A ea Ie SG go Poet ns 7. Fe), r me De te ee Fi, EY Sears 
ee Mee oe ve BS RS Rie nee: > SD ae Meas « e. lle 2, cy eee eee 
ty r . ~ 4! = ad ~ i. To. ik a. ee x a — a f —- a” .. ‘| .*. a Ange 4 - os eae sa 


bie 


ADVERTISING AGE 


i) ee” 
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Shells Watch 
Promotion Proves 
Sales Stimulator 


Two-Month Experience 
Shows That Gadget Is 
Helping Sales 


(Picture on Page 31) 
New York, July 11.—The fascina- 


| 
| 
| 


In reporting the results of the 
promotion to Shell headquarters, 
dealers asserted that sales in- 
creases ranging from 30 to 100 per 
cent could be attributed to the 
watch demonstration. Usually the 
watch is secreted in the dealer’s 
pocket while a fob informs the mo- 
torist: “For today’s precision-built 
cars—so pure it lubricates this 
watch.” Dealers are urged to show 
the watch to every customer but 
they are also warned: “Get it back 
after the customer has seen it.” 

J. Walter Thompson Company is 
the Shell agency. 


tion of a watch movement enclosed | Duquesne Sues Windber 


in a transparent case has proved 
to be one of the most successful 


sales stimulants developed by Shell | ae Duquesne Srewing Company, | 


Oil Company in recent years, it was 
learned this week, following two 
months of operation of an unusua 
Shell campaign. 

Keynote of the drive is a Girard- 


Over Label Similarity 


ttsburgh, filed suit in U. S. dis- 
trict court at Pittsburgh July 6 


against the Windber Brewing Cor- | 


poration, Windber, Pa., charging 
unfair competition and _ infringe- 
ment of its registered trademark in 


Perregaux Swiss timepiece which | plans of Windber to use a label on 


has been lubricated with Shell oil 


its product resembling that of Du- 


as proof of the purity of a motor | quesne. 


lubricant that “is good enough for 
fine watches.” Thirty thousand of 
the specially built watches were 
purchased by Shell for distribution 
to dealers throughout the country, 
following the discovery that the 
regular motor lubricant was found 
to be acceptable for use by watch 


experts in Switzerland. The Shell | 


advertising department realized at 
once that it had a unique oppor- 
tunity to dramatize the fact that 
the same oil bought by American 
motorists for 25 cents was satisfac- 
tory for timepieces accustomed to a 
$16-a-quart lubricant. 

Late last summer Shell placed 
an order with the Girard-Perregaux 
Company for 30,000 movements, to 
be enclosed in a transparent plas- 
tic case so that all moving parts 
could be seen. The outbreak of 
war crippled production, since most 
of Switzerland’s manpower’ was 
mobilized. However, special per- 
mission was secured from the Swiss 
government for the de-mobilization 
of sufficient men to complete the 
order. Each movement was lubri- 
cated with Shell oil at 23 different 
points. The cases were made by 
the Wadsworth Watchcase Com- 
pany, Dayton, Ky. Although said 
to be worth $25 each, the watches 
were made available to Shell deal- 
ers for $5. 

Consumer Promotion Begun 


Consumer promotion of the stunt 
began in May, when Shell news- 
paper, magazine, outdoor and point- 
of-purchase advertising began to 
invite motorists to witness the 
unique “‘pocket laboratory” at serv- 
ice stations. “Come in and see my 
watch,” was the exhortation of 
Shell dealers. Copy devoted to this 
theme is appearing in Life and The 
Saturday Evening Post, as well as 
in local newspapers. Twenty-four 
sheet posters pictured a globule of 
Shell oil lubricating a watch move- 
ment, with the caption, “Tough— 
yet so pure it oils a watch!” Post 
cards and blotters distributed by 
dealers likewise called attention to 
the watch test. 


KAUFMANN & FABRY CO. 


Runs Preparedness Copy 
The State Bank of Albany took 
quarter-page space in Albany, N. Y., 
newspapers to announce under the 
heading of “Preparedness” that it 
“is prepared to assist industries 
participating in the National De- 
fense Program in every way possi- 
ble. Companies holding contracts 


or those which may obtain orders 


for defense work are urged to con- 
sult us regarding their financial re- 
quirements.” 


Buys Page for Flag 
Linus Weis, president of Weis & 
Fisher Company, Rochester, N. Y., 


,furniture house, bought a page in 


the Rochester Sun July 4 on which 


the American flag was reproduced | 


in colors with “God Bless America!” 
beneath it and, in a lower corner, 
“Independence Day July 4, 1940. 
Weis & Fisher since 1889.” 


Fairfax Adds Jorgenson 


William G. Jorgenson, who for- 
merly headed an agency under his 
own name, has joined H. W. Fair- 


Yax Advertising Agency, New York, | 


Mennen Switches 


‘Quixie Doodle’ 
Network Show 


New York, July 9. — Mennen 


‘Company will sponsor Col. Stoop- 


nagle in his “Quixie Doodle” con- 
test beginning Sept. 29. The series, 
formerly sponsored by Mennen on 
the Mutual Broadcasting System, 
\will be heard Sunday from 5:30 to 
\6 p. m. over 52 stations of the Co- 
lumbia Broadcasting System. H. M. 
Kiesewetter is the agency. 


New Grape Nuts Show 


General Foods Corporation will 
‘replace Abbot and Costello with 
|Willie Howard on the “Kate Smith 
/Hour” when the show returns to the 
‘air Oct. 20. The program, for 
Grape Nuts, is heard Friday from 8 
to 8:55 p. m. over 80 CBS stations. 
The Grape Nuts account is handled 
by Young & Rubicam. 

“Show of the Week,” a cooper- 
| atively sponsored program, will re- 


turn to the air for the third succes. 
sive year Sept. 29. The program, 
with an entirely new cast, will 
aired Sunday from 6:30 to 7 p. m 
Howard Clothes, Inc., has con- 
tracted for the program in sey: 
cities. Redfield-Johnstone hand! 
the account. 


National Launches Drive 

Using magazines and newspape 
in cities throughout the country, 
National Distillers Products Corpor- 
ation, New York, has launched its 
strongest campaign of summer ad- 
vertising since Repeal for its leading 
brands. A “Summer Prevue of 
Advertising,” containing proofs and 
schedules for each state, has been 
issued to retailers. 


Plan Printing Tribute 

A dramatic sketch telling the 
story of the life and work of Johann 
Gutenberg will be broadcast over 
the NBC Blue network Aug. 4, at 
6:30 p. m., EDST, as a tribute to 
the printing industry on its 500th 
anniversary. The program will or- 
iginate in San Francisco. 
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Continue Eversharp Show 

Eversharp, Inc., Chicago, plans to 
continue its quiz show, “Take It or 
Leave It,” over a CBS coast-to-coast 
network through the fall months, it 
was announced at the company’s 
national sales convention in Chi- 
cago. Other promotion plans will 


not be announced until next month. 
E. E. Felton is advertising manager | 
and the Biow Company, Inc., New| 
York, has the account. 


Wilkerson in Drive 


The 76-year-old company of W. 
H. Wilkerson & Sons, manufacturing 
druggist, has launched an extensive 
advertising campaign on its Red 
Star Rennet tablets in weeklies. 
Lake-Spiro-Cohn, Ine., is 
wency. Plans are being made to 
idvertise other of the firm’s prod- 
uct 


Darrow to Roycroft 


Ben H. Darrow, program director 
of Radio Station WBEN in Buffalo, 
has resigned to become associated 


' with the Roycroft Press in East 


Aurora, N. Y. 


Emerson Radio fo 
Unleash Sales Guns 
in Big Campaign 


New York, July 10.—With a line- 
up of 1941 products including 77 
models ranging in price from $10 to 
$200, Emerson Radio & Phonograph 
Corporation will swing into action 
in the fall on the most extensive 
national and local advertising and 
sales promotion campaign in its his- 
tory. 

The new models, including tele- 
vision and frequency modulation 
sets, were presented at the annual 
distributor convention held here, 
when Emerson also announced its 
entry into the radio tube replace- 
ment field. Jack Geartner, formerly 
sales manager of Arcturus Radio 
Tube Company, will head the new 


division. A representative line was 
presented at the convention together 
with details of an introductory dis- 
tributor and dealer promotion. 

Spearhead of the advertising and 
sales promotion program is a full- 
color, full-page campaign in Es- 
quire, Life, The Saturday Evening 
Post and Woman’s Home Com- 
panion. The schedule may be in- 
creased at a later date. Copy will 
break in the September or October 
issues. 

Shifts to Stars 


While the magazine copy will 
feature testimonials, as in last year’s 
campaign, endorsements will be 
given by leading motion picture 
stars instead of by technical experts 
in the field, such as Sigmund Spaeth, 
Dr. Orestes Caldwell and Guy Lom- 
bardo. 

The local cooperative newspaper 
advertising program is already in 
motion for portable and table mod- 
els and will eventually blanket the 
entire country. Leading newspa- 


pers in more than 100 cities will be 
used. Factory advertising and 
point-of-sale displays will support 
the national program. 

As described to distributors by 
Ben Abrams, president, the new 
Emerson line includes a “basic” 
model in each grouping, with two or 
three “step-up” models to be sold 
at higher prices. The company ex- 
pects 1940-41 to be the biggest year 
in the radio industry. 


Garthwaite to Livingston 


W. G. Garthwaite, sales promo- 
tion manager of Pacific Railways 


to join the creative department of | 


Leon Livingston Advertising 
Agency, San Francisco. 


Pawtucket Station O. K. 


The Federal 
Commission has granted the Paw- 
tucket Broadcasting Company, Paw- 
| tucket, R. I., a construction permit 
|for a new radio station to operate 
|with a power of one kilowatt, un- 
limited time. 


must be sped 


on its way swiftly . 


with known authority. 


.. adequately . . 


That job Business Week will continue to do... full-time. 


MANAGEMENT gets ACTION! 


HERE’S the sound of rivets in Middletown tonight. There’s a second section on the 
freight through Ames. There’s an extra glow in Detroit’s sky. 


A whole nation has its jaw set. The greatest industrial might the world has ever seen 
is beginning to move ... faster, faster, faster. 


As the pace of business quickens, so must its communications. The business news 
. With complete accuracy ... and 


Witness its report of six weeks ago on National Defense. Here management was told 
of “educational” defense orders already placed, given the names and addresses of gov- 
ernment men to contact. Here management was reminded that every week this maga- 
zine digs behind the rumor screen to report the facts from Washington. 


Witness its going beyond its job three weeks ago to share with readers its inter-office 
memorandum, “The Consequences of A Hitler Peace.” Here was evidence that this 
magazine is not restricted by the confines of the news 
pate and expertly examine any questions in the minds of men of management. 


.. . that it intends to antici- 


And witness the job done by its advertising pages... here, too, this magazine’s abil- 
ity to serve is unique. 


For, here the sellers to business have opportunity to display their wares against a 
background of business news unduplicated elsewhere. 


Here, with weekly regularity, assembles an audience more purely packed with man- 


agement men 


than any other. 


And, here, each advertising dollar spent sends 100 pennies straight to the intended mark: 


The men who guide business... and get action! 


Week's 


show a 


issue-by-issue. 


UP. .. Steady rise in advertising vol- 
ume means steady rise in recogni- 
tion. Compared with 1939, Business 


advertising volume is rising 
Its first 6 
gain over ’39 of 106 pages! 


months 


BUSINESS 
WEEK 


Active Management’s Magazine 


Communications | 


| termed 


Remote Pick-ups 
on NBC Restored; 
CBS Ban Continues 


New York, July 11.—Settlement 
of the disputes between the Ameri- 
can Federation of Musicians and 
Station KSTP, St. Paul, and WRVA, 
Richmond, Va., assures the rein- 
statement of remote pick-ups of 
late evening dance music over sta- 


tions affiliated with the National 
Broadcasting Company, Columbia 
Broadcasting System and Mutual 


ner : | Broadcasting System, according to 
Advertising Company, has resigned | - B 


information received here by the 
networks today. Strikes at the two 


|stations led to elimination by the 


networks of remote pick-ups. 

Although no contract has 
signed, the verbal 
tween KSTP 


been 
agreement be- 
and the union was 
“satisfactory” by Stanley 
Hubbard, president of the NBC af- 
filiate. Terms have not been made 
public. The union called a strike 
June 8 when its demand for a fee 
in excess of $21,000 annually was 
rejected. Four weeks later, NBC 
refused the demand of James C. 
Petrillo, AFM president, that the 
station be cut off from receiving 
sustaining dance music. Such dis- 
crimination was prohibited by its 
contract, the network contended. 

CBS and MBS also refused a 
similar demand from the AFM offi- 
cial in connection with the dispute 
at WRVA, an affiliate of the two 
networks. Members of the union 
had been ordered to stop provid- 
ing remote pick-up music for both 
webs. 


CNAMA Ends Parley 

The California Newspaper Adver- 
tising Managers Association con- 
cluded its annual convention at 
Santa Barbara, Calif., after hearing 
taiks by Don Hurd, advertising 
manager of the Redwood City Trib- 
une; Stedman Chandler of the ANPA 
Bureau of Advertising; Floyd 
Sparks of the West-Holliday Com- 
pany; William S. Kellogg, publisher 
of the Glendale News Press; Neal 
Van Sooy, E. Whitney Stearns, Tor- 
rance Herald, and H. C. Burkheimer 
of the Alhambra Post Advocate. 


Bennet to KMBC 

Sam H. Bennet, president-elect 
of the Fort Worth Advertising Club, 
has been appointed director of sales 
for radio station KMBC, Kansas 
City. 


New Kaltenborn Map Out 


Kaltenborn War Map No. 4, dis- 
tributed by Pure Oil Company, 
sponsor of “Kaltenborn Edits the 
News,” is now being offered to 
listeners. 


Open House at WJAX 


WJAX, Jacksonville, Fla., cele- 
brated open house July 8 with the 
formal opening of its remodeled 
and refurnished studios. 


O’Connell Appointed 

Varady Cosmetics, Inc., New 
York, has appointed R. T. O’Connell 
Company, New York, to direct its 
account. 


The best facilities 


in BALTIMORE 
for LOCAL LIVE 
TALENT SHOWS 
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Paulson-Gerlach Moves 


Paulson- Gerlach & Associates, 
Inc., Milwaukee, has moved from 
623 N. Second street to 176 W. Wis- 
consin avenue. 


Paul K. Whipple Resigns 


Paul K. Whipple, who has been 
editor of Sports Afield for six years, 
has resigned. 


‘Penn Liauer Seles Sassi 


Pennsylvania’s liquor monopoly 
system was one retail chain to re- 
port increased business for the week 
ending June 29, during which its 
sales from 580 stores totaled $4,518,- 
000, as compared to normal business 
at this time of the year which aver- 
ages $1,125,000 weekly. Abnormally 
high sales were caused by a buying 


| rush 


in anticipation of price 
creases July 1st as the new federal 
defense tax on liquor became effec- 
tive. 


Mudlavia Appoints 

Mudlavia Springs, Inc., Kramer, 
Ind., spa and health resort, has ap- 
pointed Joice & Morgan, Chicago, to 
handle its advertising. 


PRICK UP THEIR EA 


WIAM..Cleveland 


In Metropolitan Cleveland 


*WTAM usually has as many listeners 
as all other Cleveland stations combined 


In the Urban Markets of the Area 


**\VWTAM has 7 times as many listeners 
as all other Cleveland stations combined 


In the Rural Areas 


in- | 


‘ | primary job, or three different con- 


|ceptions of what it was selling, R. 
|W. Doe, 


| the 


RS 10 


|lic relations,” 
| public relations inspires good com- | 


Sell the Company, 
Not Just Product 


or Self, Says Doe 


Public Relations 


Executive Maintains 


Vancouver, 


varying mental attitudes toward its 


vice-president, 
Inc., 


Safeway 


Stores, giant Western chain, 


told the Pacific Advertising Clubs | 


Association here this week. 
The first conception business had 


of its job, he said, was that its! 
'sole function was tv sell a product. | 
\“Everything was directed toward | 
that end—never mind the public’s | 


reaction; don’t worry about how 
necessary the gadget or service is; 


don’t try to fathom the future. Just |’ 


sell the product, regardless.” 

This attitude was that of most 
businesses for many years, and still 
is the attitude of some businesses, 
Mr. Doe said. But after a while a 
new attitude or objective was built 
up—the idea of selling self. 

“Executives craved and solicited 
the spotlight, personally and per- 
sistently. This self-centered objec- 
tive lasted a long time and became 


more and more ridiculous, until 
eventually it was laughed out of 
good standing. 


Egotism Falls Apart 


“Egotism owas enshrined and 
the emphasis on self, instead of 
product or company, was glorified. 
But something spoiled all this syn- 
thetic glory, something punctured 
the gas balloon and the ‘captain of 
industry’ suddenly found his con- 
fused army turning their backs on 
their strutting leader. 

“Now our conception of our job 
is a different one—that of selling 
company—not just a product, 
not just self, but the whole works. 
Now we are selling the institution, 
its products and its employes to the 
whole community.” 

The ideal public relations 
gram, in which the company and 
| its products are sold as a_ unit, 
“starts with a president who thinks 
talks, 


pro- 


lives and inspires good pub- 
Mr. Doe said. “Good 


| pany relations. It strengthens em- 
ploye morale and loyalty. 
seem to think that loyalty starts 
from the bottom and works up. 
That is a _ gross error. Loyalty 
must start from the president and 
filter down through the 
naturally, with no high-powered 
purgative behind it. It must filter 
—not gush. When it reaches the 
bottom it will bounce back up 
naturally and permeate the entire 


personnel—if it was honestly in- 
spired in the first place.” 
Similarly, Mr. Doe said, the 


company’s public relations program 
must begin as close to home as pos- 
sible, working with individuals and 
organizations in its own immediate 
community, selling the company to 
its employes, their relatives and 
their friends, and the people in its 


Must 
Start at Top, Safeway) 


B. C., July 11.—Busi- | 
ness has gone through periods of 


Many | 


|signer and printer; 
ranks | 


"SALES MANAGER 


Joseph E. Bayne, who has been named 


general sales manager of 


Motor Corporation 


Loew’s Will Use 
Directory’ for 
70 N. Y. Theaters 


New York, July 11.—Inaugurat- 
ing a radical change in the adver- 
tising policy of Loew’s, Inc., the 
movie chain has worked out a plan 
whereby a daily directory column 
giving complete information about 
features being shown will be run 
in a number of New York newspa- 
pers. Preliminary plans call for ar 
expenditure of $500,000, according 
to Oscar Doob, advertising director. 

Loew’s has a circuit of approxi- 
mately 70 “non-Broadway” theaters 
which have used little newspaper 
space because of the frequent 
change in programs and the fact 
that only a limited amount of the 
circulation of any given newspaper 
would be an effective medium. In 
order to advise patrons about cur- 
rent programs, Loew’s has distribu- 
ted for the past 30 years a publica- 
tion called “Loew’s Weekly” and 
has also employed a limited amount 
of outdoor advertising. 

The daily directory column wil! 
list every theater in the metropoli- 
tan area with the exception of thé 
four Broadway theaters, whose ad- 
vertising will appear separatel) 
Donahue & Coe handles the account 


Plymouth 


’ Publishes ‘Print’ 


The first issue of Print, a quar- 
terly journal of the graphic arts, 
has been published by William Ecd- 
win Rudge, New Haven, Conn. In 
addition to Mr. Rudge, the editoria! 
board includes John Taylor Arms, 
president of the Society of Ameri- 
can Etchers; Robert L. Dothard, de- 
Ray Nash, lec- 


turer at Dartmouth College; and 
Carl P. Rollins, printer to Yat 
| University. 


American Export to Ayer 


American Export Lines, Inc., N: 
York, has appointed N. W. Ayer & 
Son, New York, to handle its «« 
vertising. 


COLUMBIA'S © 
STATION © 


inter se  * tt 


**\/TAM has 8 times as many listeners 
as all other Cleveland stations combined 


WTAM carries RED NETWORK (best by all polls) 
Programs. It is a Clear Channel, 50,000 Watt Station 
operating on 1070 KC. The result must be more listeners. 


* Based on ur independent coincidental Surveys of Cleveland aud- 
, June 1938 April 1940 


ACTUAL LISTENERS 1938 


rences Mari January 1939 and 


* ®* NBC Surrey of 


NEW YORK CLEVELAND rz 
Represented Natioaly by {¢)-) SPOT Sales Offices | BEE tn 


locality. 


; FOR THE 
SOUTHWES 


KFH 


“ ’ 
Buys “Lakeland News” 
The Ledger Publishing Company, 
Lakeland, Fla., publisher of the 
Evening Ledger and Star-Telegram, 
has bought the Lakeland News, a 
bi-weekly, from Lee W. Boswell. 


D. A. Pachter Expands 
D. A. Pachter Company, premi- 
ums, is moving into new quarters on 


the llth floor of the Merchandise 

Mart, Chicago, Aug. 1, expanding its 

warehouse and office space three 

ee. WICHITA — " 

Lambert Joins WNEW . 
Burt Lambert, formerly eastern KANSAS | 

sales representative for Mutual eae ce ’ 


Broadcasting System, has joined the 
sales department of Station WNEW, 
New York. 
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MOPING WON'T HELP 


‘ 


| 


It won't help National 
= Preparedness 


SRR PR RR BL EN ALE BE EDEN Cn 


your chin os your ches: and 
your pocketbook pediocked 
On the Contrary, it yon buy 
some fresh summer Clothes 
you'll not oaly feel s lor 


beer you'll be « bemer 
comes through helping 
to keep the wheels turning 
instead of aggravating eo 


cheer up... and dress up 
to show the world we arent 
licked aad woa't be’ 


© ALTER MORTON Swits..cool, crayp, tailored with a light touch $57 30 = 10 
Otber breshly syled feather weight worsted: $10 and be 
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Bad news is turned into a good sales 
sory by Capper & Capper, Chicago 
men's store, with this newspaper copy. 


National Income 


in 1939 Soared 
to 69.4 Billions 


Washington, D. C., July 10.—Ex- 
cept for the 71.2 billion dollar na- 
tional income in 1937, the 69.4 bil- 
lion dollars worth of goods and 
services produced in 1939 was above 
that of any year since the peak re- 
corded in 1929, when national in- 
come hit 82.9 billion, according to 
Robert R. Nathan, chief of the na- 
tional income division, U. S. Depart- 
ment of Commerce, writing in the 
June Survey of Current Business. 

It was in the final months of 1939 
that real expansion in production 
took place, under the impetus of an- 
ticipated war demand. Had that 
rate been maintained throughout 
the year the flow of national in- 
come would have zoomed to the 75 
billion dollar level. There has been 
1 contraction in the first four 
months of this year, however, and 
by April the flow of national in- 
‘ome fell to the 1939 average. 

“The business decline in 1938 
ind the subsequent recovery in 1939 
were characterized by marked fluc- 
tuations in the output of the com- 
modity-producing industries, which 
nclude agriculture, mining, manu- 
facturing and construction work 
jone under contract,” writes Mr. 
Nathan. “These industries ac- 
counted for more than 80 per cent 
f the income decline in 1938 and 
two-thirds of the recovery in 1939.” 


Well Below Decade Ago 


Despite the 25 per cent rise in 
1939, the net value of products of 
il manufacturing industries was 
ne-fourth lower in 1939 than in 
1929. The income of agriculture was 
lso nearly one-fourth below that of 
1929 and mining continued more 
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than one-third under the total of 
that year. 

Disbursements for the services of 
employes increased from 44.3 billion 
dollars in 1938 to 46.8 billion dollars 
in 1939, according to Mr. Nathan. 
Exclusive of work-project wages 
the increase was 2.8 billion dollars 
or 6.5 per cent. Work-project 
wages were nearly 13 per cent lower 
in 1939 than in the preceding year. 

In industries where wages and 
salaries could be segregated salaries 
\were only slightly higher in 1939 
than in 1938 while wages in the 
same industries rose nearly 14 per 
lcent. After the sharp decline of 
nearly 30 per cent in 1938, dividend 
payments rose substantially in 1939, 
recovering more than half of the 
previous year’s decline. Although 


the total of dividends paid in 1939 
was nearly double that of 1933 it 
was approximately 30 per cent be- 
low the 1929 peak 

Workers’ Income Up 


Both the number of employes and 
their per capita income was higher 
in 1939 than in 1938. Average an- 
nual earnings per full-time worker 


in all industries increased from 
$1,284 in 1938 to $1,329 in 1939. 
The average in 1939 was higher 


than in any year since 1931. 

“A comparison of changes in the 
per capita income of employes and 
in the Bureau of Labor Statistics 
index of cost of living of urban 
wage earners indicates a consider- 
ably higher real income per full- 
time worker in 1939 than in any 


previous year,” writes Mr. Nathan. 
“It should be noted, however, that 
with a marked increase in unem- 
ployment in 1939 relative to 1929, 
the employed workers probably are 
not, in many instances, engaged full 
time; and, also, they must support 
other employable persons in their 
families without jobs. However, 
the figures do indicate higher rates 
of return in terms of goods and 
services for each fully employed 
worker.” 


Roberts’ New Post 


Thomas C. Roberts, who has been 
with Snow, Bates & Orme, Spring- 
field, Mass., agency, has joined the 
Springfield Chamber of Commerce 
as general secretary in charge of 
public and membership relations. 


Vicks Buys Share 
of Vitamins Plus 


A substantial financial interest in 
Vitamins Plus, Inc., has been ac- 
quired by Vick Chemical Company. 
Advertising will continue to be 
handled by Blaker Advertising 
Agency, New York. 

The change spells intensification 
of advertising for Vitamins Plus, 
which has been nationally adver- 
tised for more than two years. 


Joins “Outdoorsman” 


Clarence T. Engdall has joined 
Outdoorsman, Columbus, O., as 
manager of its new Chicago office 
in Tribune Tower. The telephone 
number is Superior 1636. Mr. Eng- 
dall spent two years with National 
Sportsman and Hunting & Fishing. 
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For the seventh consecutive quarter LOOK reports circulation up! 


1,871,027 


1940 


LOOK’s circulation record is proof that LOOK is increasingly important to mil- 
lions of American families. That is why we can report seven consecutive gains— 
plus the largest first six months in LOOK’s history. And why we can point to a 
record of selling over 1,000,000 copies every issue on the newsstands since the first 
issue 314 years ago—a newsstand record unequalled during this period by any 
other magazine. LOOK is also growing as an advertising medium. Advertising 
linage total for the first 6 months of 1940 is 44% over the same period last year. 
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WHITE SALE 


Cannon, Pequot G 
Launch Campaigns 
for August Sales 


ADVERTISING AGE 


‘motion of percale sheets has been 
‘changed to suit the occasion. Ap- 
|pearing in the Aug. 5 issue of Life, 


‘and the August issues of American | 
Home and Good Housekeeping, the | 


illustration depicts a girl rushing 
jaway from her grandmother’s bed- 
side. Copy, employing the conver- 
sational technique, explains that she 
‘is on her way to the August White 


Young & Rubicam is the Cannon 
agency. 


Pequot Launches Product 


Pequot Mills will introduce its 
jnew percale sheets in half pages in 
black and white in the July 15 and 
bees 12 issues of Life. A part of 
‘its year-round advertising program 
‘in a total of nine magazines, the 


that had been covered by 20 mat. 
|tresses and 20 feather beds. ‘Ge, 


a Princess’ rest on Pequot Perc |e" 
|the headline suggests. J. D. Tarche, 
Company is the Pequot agency 


Beach Shifts 


Allan E. Beach has left Mode, 
Brewery Age to become Easter, 


0 

k 

a _ Ti manager of Brewers Digest ang t 

- seni “a — ’ Par = ‘Sales. Full pages in black and|promotion of this new _ product,| Bakers Digest, Chicago. Be for, i 

fens ‘ ny 2 ee ‘BEES white are used. ‘never before advertised to the con- | entering the publishing field \, : 

= oe — « the year for depart-| Keynote of the Cannon trade pro-|sumer, has been planned to tie in| Beach was advertising SABASET of t 

bertene stores, Cannon Mills has | motion campaign for August is an|with the August White Sales. | Littleford Bros., Cincinnati. t 

| planned the most extensive promo-|4, B, C theme: A for August, B;| Copy for the August issue is built | f 

| Hold your horses, child! What's the rush? pty Me history for the August for bargain, and C for Cannon | around a Hans Christian Andersen | “Leader” Makes Survey 2 
ite Sales. sheets. Tying in with this theme, |fairy tale which tells the story of a The Civil Service Leader is I 
¥ | While Cannon advertising nor-ja line appended to the consumer | princess who proved her claim to paring a server ef tho civil nd vieg t 
pe “ mally uses a luxurious room as il- |copy says, “Simple as A.B.C. to be |royal blood when she complained | market in the New York rebel n 
es) , / \lustration, copy for the special pro- thrifty in the August White Sales!” |of a bruise after sleeping on a pea | trading zone. T d 


Fae 


Full-page magazine copy which Cannon 
Mills is using in an exceptionally ag- | 
gressive tie-up with August white sales. | 


Tags Consumer 
Movement as 
‘Fifth Column’ 


Oakland, Calif., July 9.—The 
fifth column of business is the 
“rapidly growing consumer move- 
ment which is actually eating away 
at the security of the public it pro- 
fesses to protect,’ Philip G. Lasky, 


deco 3 general manager of KROW, Oak- 

a a land, told the Oakland Advertising 

eS Club here last week in launching 
- 


rT ae. a consumer relations campaign. 
Starting Sept. 1 and continuing 
for two months the Oakland Ad-| 
vertising Club will launch an exten- | 
sive campaign, utilizing heavy radio | 
schedules, full page newspaper | 
space, outdoor posters, car cards| 
and allied media to reaffirm the | 
soundness of mass_ production, 
stimulated by mass desire and re- 
sulting in mass consumption. 
“The four columns upon which 
American prosperity stands,” said | 
Mr. Lasky, “are production, distri- 
bution, advertising and consump- 
: tion. They are strong because of | 
unity; kill advertising and the rest 
will atrophy.” In his talk Mr. Lasky 
urged that local business cooperate 
in an extensive campaign to edu- 
cate the buying public to the funda- 
mental truths of what is responsible 
for the nation’s prosperity and the 
part advertising plays. “Then,” he 
said, “this fifth column will be 
scorned for what it is, the sub- 
versive element of our mercantile 
peace and welfare.” 


Houseboat 
occupled b 
workers en 
gaged in clear 
ing bed fw 
151-mile lak 
back of dam 


«a 


Morgan Names Pepper 

sale Morgan Realty Company, Brook- 
eee lyn, has placed its advertising ac- 
count with J. W. Pepper, Inc., New 
York. Robert Hilton is account ex- 
ecutive. 


The barrier 
rises! Colum- 
bia waters 


. ww ‘ 
Dingman to “Play Ball” 

DeWitt Dingman, assistant to 
M. L. Marsh, Eastern representative 
of the Cincinnati Times-Star, has 
resigned to promote a newspaper 
promotion and feature called “Play 
Ball.” 


pour over 
three 50-foot 
spillways late 
in May 1940, 
forming wa- 
terfall 200 feet 
high. The dam 
is still rising! 


Dumping or ©" 
at Bunker ? 
and Sullivan m'" 
in the rich ( oe 
d'Alenes. 


Harvesting Palouse country wheat with combine which cuts, 
threshes and sacks the wheat in a single operation. 


THE SPOKESMAN-REVIEW 


MORRILL PRESENTS 
A WINNER IN 


SIL-VOR-PLATE 


Send for your copy! MORNING SUNDAY 
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to Rural Areas 


Campaign Speeds 
* & Sunkist Oranges 


Fifty-four dealer service men had 
called on 2,688 dealers in 278 cities 
and towns in 30 states and four 
provinces in Canada up to the mid- 
dle of June, reports Mr. Eller. They 
had placed 1,745 food store and 


spot radio. Lord & Thomas, Los 
Angeles, is handling the account. 


Winans Succeeds Fifield 


James H. Fifield, director of ad- 
vertising and publicity for the East- 


Need Advertising 
in Co-op Stores, 
Manual Asserts 


New York, July 10.—Young men 
who hope to move up the ladder of 
success in the field of consumer co- 
joperatives must not be frightened 


‘away by that nasty word “advertis- | 


ling.” 
that 


In fact, they should realize 
advertising expenditures in 
\time and money are much greater 
‘in a co-op than in other types of 
| business. 


Los Angeles, July 9.—Sunkist | fountain displays and personally|ern States Exposition, Springfield, 
oranges are reaching the rural mar- | distributed 18,107 pieces of Sunkist | Mass., has resigned, effective July 
~ ket in increasing quantities since | display material. 13, a o be ror by ae 
and the advent of the enlarged advertis- | “Using 2,700 small town weekly a “eee OF Se Springfie a 
; . . : nion. Mr. Fifield has been with 
fore ing campaign of the California | newspapers, a list of farm papers the exposition for 21 years and 
Mr Fruit Growers Exchange intended|and almost double our previous/jeayves to enter public relations 
of to reach areas heretofore favorable | dealer service effort with 25 addi-| service in Boston and Springfield. 
to lower - priced, non - Exchange | tional men working exclusively in a 
fru In fact, according to Russell | smaller markets, we have real na- Wicaco Picks Agency 
z. Zeller, advertising manager, pre- | tional coverage on Valencia oranges The 72 ld Wie: Machi 
/ liminary reports reveal that this| this summer,” said Mr. Eller. The C ° ation. Phil d ‘eon — se 
pre- territory is promising ground for | million-dollar campaign also is| (yee Cotte Th ee nas ap= 
‘ tel se : f a pointed Carter-Thomson Company, 
a more consumer advertising using metropolitan dailies, maga- Philadelphia, to handle its adver- 
; dealer service. zines, outdoor, national network and | tising. 
BUSINESS HAS “STEPPED OK IT’ IN THE INLAND 
The business traffic signal shines green in the Spokane area. 
ied by Things are moving forward at a fast clip in this great market due to a combination of favorable factors. Among them are Grand 
oe as Coulee dam, biggest thing ever built by man; the vast clearance project for the 151-mile lake forming behind the dam; a record 
ed | influx of tourists drawn by the greatest pouring of cement in history and such scenic lures as 76 lakes within 50 miles of Spokane; 
gf bumper crops in Spokane’s Inland Empire; activity in the Coeur d'Alene mines and strong demand for Inland Empire lumber, 


cement, canned fruits and vegetables and many other products. 


1940 COMPARED WITH 1939 IN SPOKANE 


FIRST FIVE MONTHS 
Value of All Building Permits. .. 
Value Home Building Permits. 


Bank Transactions 
Postal Receipts. . . 


sor cae 
ker 
ch (oe 


WASHINGTON 
116,000.... An All-Time High 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections— Newspaper Groups, Inc. 


_ 35.2% Gain 
ea oe 26.6% Gain 
_. 5.6% Gain 
_. 4.16% Gain 


Tourists inspecting model of Grand Coulee dam. Last year 
297,000 visited the Coulee dam project. 


FIRST FOUR MONTHS 


Department Store Sales... 


Independent Store Sales 
New Car Sales (Spokane ( 


New Truck Sales (Spokane County). . 


9.0%, Gain 
7.107), Gain 
28.8% Gain 
5.6% Gain 


county). . 


SALES MANAGEMENT lists Spokane as one of the 40 “High Spot” cities in the United States. “WHERE'S BUSINESS,” 
published by Brooke, Smith & French, Inc., lists the Spokane market as one of the few areas “closest to normal.” SALES 
BUILDER, published monthly by the Inland Empire Electrical Equipment Association, reports that during the first 4 months of 
1940 sales of 31 listed items of electrical merchandise have shown gains over the same period of 1939. Included among the gains: 
Refrigerators, 36.0%; Ranges, 52.2°%; Washers, 13.9%; Stokers, 60.27 ; Oil Burners, 195.807; Home Ventilating Systems, 103.00. 


Yes, the traffic signal is shining green in the Spokane area: Step on the accelerator (newspaper advertising) and drive on to 
bigger sales volume, greater profits! 


Preparing cedar poles for treatment in yard on the Clear- 


water river, Idaho. 


niln Chronicle 


EVENING 


a ee 


This advice is being brought to 
the attention of co-op tyros by Con- 
sumer Distribution Corporation by 
means of the “Manager’s Manual 
for Consumer Cooperative Food 
Stores,” a comprehensive guide 
which discusses all of the intricate 
details involved in merchandising 
according to Rochdale principles. 

“In cooperative enterprises there 
is often confusion as to the amount 
of money to be spent for advertis- 
ing,” the manual observes. “Actu- 
ally the money spent for coopera- 
tive education is advertising, but 
|many consumer groups have heard 
'so much about the evils of advertis- 
ing that they hesitate to use the 
|word. Cooperative education is ad- 
|vertising and advertising is cooper- 
ative education. In terms of money 
and hours spent in cooperative edu- 
ication, there is no question but that 
jadvertising expenditure in time or 
‘money in a cooperative is much 
greater than in another type of 
/business enterprise.” 
| Managers are also given a meas- 
jure of enlightenment regarding 
copy appeals. Pointing out that 
human action is frequently moti- 
vated to a much larger degree by 
jemotion than by thinking, the man- 
ual asserts that the co-op store can- 
jnot expect to change its members 
\from emotional buyers to “rational” 
buyers overnight. Cooperative ad- 
|vertising cannot ignore this fact, the 
managers are advised. 


Emotion Necessary 


“As long as people buy things for 
the pleasure they derive from using 
them, those items must be sold by 
‘telling customers what pleasures 
and joys they can get from them. 
|This means emotional appeal, in 
addition to the factual statement.” 
| Co-op advertisers are warned, 
however, that the emotional appeal 
‘cannot replace an accurate and 
complete statement of the facts 
jabout the merchandise or service 
‘offered. Truth and accuracy must 
be the guiding principles of co-op 
advertising, the manual insists, and 
jin this technique co-ops should 
‘lead the way in their communities. 

In all product advertising, the 
‘manual suggests, chief emphasis 
should be placed on the informa- 
tion furnished by co-op labels. Al- 
though stressing the desirability of 
converting as many customers as 
possible to the private brand mer- 
chandise carried by co-ops, the 
guide nevertheless advises managers 
that “the needs and wants of mem- 
bers are of first importance,” in the 
matter of specific brands as well as 
types of merchandise to be stocked. 

The manual also includes in its 
scope tips on how to buy, personnel 
training, accounting and store serv- 
icing. 


G-E Advances Griffin 

George W. Griffin, Jr., has been 
appointed advertising manager of 
General Electric Review, technical 
magazine published by General 
Electric Company, Schenectady, 
N. Y. Mr. Griffin joined the com- 
pany in 1937 and has been handling 
broadcasting and institutional ad- 
vertising. 


a E 
tinal oak “ema 
The Pioneer Voice of Kansas 


Mt 


WICHITA 


Sek Hollister, Gen. Wi gr. 
5000 Wattse Dial 1050 
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Advertising Age 7 a A NOBLE —_ Information 


for 


ae THE NATIONAL NEWSPAPER OF ADVERTISING A d ti 
ain Trade Mark Registered in U. S. Patent Office ver 1se rs 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 
Publication Office, 100 E. Ohio St., Chicago eae Tel. Del. 1337 The following documents my 
New York Office, 330 W. 42nd St. - Tel. BRyant 9-6432 secured without gene rig om- 
G. D. CRAIN, Jr., President and Publisher Sauce aan i he bow a 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary saesiien:. <6 alvedisnd eee 
Editorial Department executive writing on his busines 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, letterhead. 
A. P. MILLS, RICHARD B. ESPEY, FRANK HICKS, RALPH O. McGRAW, E. C. HALL No. 1674. Beer and Ale Survey, 
and J. CORTADA, Associate Editors i 
Correspomdents in All Principal Cities The Sacramento Bee has Issued 
: — : a - this survey of the distribution ang 
a Advertising Department 


sales positions of the various brand 
of beer and ale in Sacramento. Par; 
one of the study covers packay 
stores and part two deals with ba 
outlets selling beer both by the bot. 
tle and by the glass. 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 
Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. 
ATLANTA: B. Frank Cook, Walton Bldg. 


~~ 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


No. 1675. Automobiles, Trucks ang 
Tractors. 


| In this survey of its subscriber; 


t Ohio Farmer tabulates replies con- 

Vol. 11, No. 29 July 15, 1940 10 Cents a Copy, $2 a Year cerning ownership of trucks, tractor 

meme — ~ _ and passenger automobiles. Th 

farm market for gasoline, oil and 

Rai Ww 1 [Oy il anti-freeze is indicated in the record 

l ay Freight Advertising Reproduced from The Saturday Evening Post by special permission of buying habits and brand prefer- 

(Continue d) ‘ fii] alee ie, ‘ences for these products. 
"Before you go, son, here's the watch your grandfather wore. Promise me that | . 
, : - ; you'll keep up the payments.” No. 1676. The Great Pacific Coast 
. In our June 17 issue we continued|an advertising policy. The pri- Market. 

oe a discussion in an earlier editorial 


, : , mary media for advertising of this ‘i . | This folder, issued by the Sal 

; on the subject of railway freight | kind would no doubt be business A d = l 1 b b 1 Tr Lake Tribune-Telegram, discuss¢ 

* advertising. We pointed out that publications, since these reach the Gg the Sunday Salt Lake Tribune 
the development of new and im- large shippers in a very direct and | coverage of its market area and 

proves freight oe of all kinds intimate way. If the story were From Research to Copy tra. These people probably had |Shows by means . Rees SNe tan 

has given the carriers a better story Sound to te of sufficient loterest. it Chrysler Corporation has done {0rgotten that the rent was due on |how the Tribune’s circulation com- 

for users of freight transportation could easily b as , rider at 1: well a itself = its 15- —_ his- the morrow, that the grocer was | Pletes the Pacific Coast picture. 

than ever before, and that since ~ el . — Lerbe oe = ai tory. Some of the cll toe can Clamoring about his bill and that 

ireight nar eens represent the big, "— oe sige yy ym be found in the comprehensive the boss had been extremely See 

end of railway earnings, for which| The railroads may not be suffi- 


P ue ; book titled “New Worlds in Engi- grouchy that day. ' Radio Station WTAG, Worcester, 

many other forms of transportation ciently familiar with the marketing neering,” published by the company There came an unexpected obli- Mass., has issued this file folder a 

‘ are now competing, there is every problems of many of their largest to celebrate the birthday and ex- gato, the rising crescendo of an material about its coverage, sory lees 
reason for more interest in the sub- Customers, manufacturers selling to’ pansion of its research laboratories. ®!"Plane motor, a sound which did and audience acceptance. Marke 


ject on the part of the railways. industry, whose customer lists are| Although there is not a word of not blend well with the violin. It |data hall py ncngrent gg and ex- 
. = wal 8 aie ite limi ae ‘ 3 sdvertial : he book ; . came louder and nearer, finally |penditures are included. 
F. Q. Tredway, general advertis-| Quite limited as compared with advertising in t e book or even a saeeed Meisity dine thn Weed 
a Smmneet of the Howtharn Pacific, | makers «° geners’ consumer pres: wae hago soon tae a po shell Its cided dhateiiathiie of an |No. 1678. Reagan Owen’s Letter. 
takes us to task in ¢ d-natured | ucts. If having only a few thousand read it are more likely to be sold |" ; pen a a Ricaiatiie Seneedelt Tats 
se sa or a  (nieiaeda ead 6 etme tent Chrysler than they would be auto horn drew all eyes upward to . how yr agg by icing _ 
ed sugges é 8 aati the aan at i ; via the more gorgeous color page. read: “———— Dog Food. ; anch, introduces a merchs t of 
oe arene among the agencies a . — _ ated e — To the casual reader, the book is That the crowd was incensed Athens, Tex., rev aang glo 
and advertising executives of the urac urers now successiully using |, fascinating story for it talks of there was no doubt. It is even re- on reaching the farmers an ranch- 
railroads would have overlooked | industrial publications would not be tappets and pistons, of spectro- | Ported that a few dogs in the audi- ers of the Southwest and lets hin 
such an obvious idea if it were prac- | Spending millions of dollars each 


scopes and aerodynamics in a man- | &nce growled audibly. give the reasons. poh saver to th 

ticable. This he denies, on the | year in promoting their sales. ner that anyone can appreciate. To | story of a survey - ea - — 
‘“ a . . . ° se e - , srohe ~ . , *s Ol 

ground that railway freight tonnage Media can be just as specialized the proponent of advertising, we Discovers New Medium town merchants, showing sm 


is represented by comparatively few and selective as the character of the recommend the book as one of the 
. anie r thic > railroads arket requires. Hence we see no soundest pieces of evidence for the . 
companies, with which the railroads | ma ket req 2 .,|eause of advertising. Certain was farmers and ranchers, the book tells 
are already closely in touch by per- | reason why railroads interested in : = and sli ,, commission to use the curb park- about the publication’s circulatior 
sonal sales representation and di-|the maintenance of their business cee of i ai pongeed pub r ings in and around the city for the | Qajtorial program and dealer mer- 
rect mail. He adds that some of the | against the inroads of competitors "#V& often voice € opinion ‘| planting of flower beds bearing ad- .,. 4:.; hel 
thew ake herr : us that auto manufacturers made | ...4:0: alii ; en ig |chandising help. 
advertising of the Association of should want to limit their sales ef- annual changes in body design vertising messages. Mr. Jordan, it 
American Railroads has been de- | forts to word of mouth presentations | .,. oe ard anq |i reported, seeks to get his revenue No, 1655. Cosmopolitan’s Reading- 
i ads has ; : “eo ; shape of the instrument board and from merchants who use newspaper Meter 

voted to the subject, thus suggest- | by traffic representatives. With all the like just so the copywriters odvertning naw tut wham be hanes a 7 
ing that it is not entirely out of the due respect to the latter, the number would have something to write will divert some of the budget ror Cosmopolitan offers the usel 7 
picture even now. of people concerned, both as buyers about. It is impossible to feel that flowerbed copy. At press time the this Reading-Meter a chance . 

Mr. Tredway seems to believe that who can specify routings and as way after reading the book and compare cover-to-cover reading 


city commission had not yet de-| ;,. : he aver 
, . e.. 6n0 . ¢ . _ les » | e aver 
we have been taking up the cudgels shippers who initiate tonnage, is too equally impossible to envisage any | cideq nor had the merchants. time of Cosmopolitan and the 


merchandise carried and the per- 


One Wilford R. Jordan of Salt centage of business coming fron 


Lake City has petitioned that city 


. ° . ~Y eS . rri ° , ~ ; . > . ; ri nati na 

for “mass advertising” of freight) great to justify complacence in the Chrysler copywriter ever running | a cneageale ap consrombi ponder 

. . ~ . ris . | ree . y g az < 

services. The type and character face of the importance of the busi- out of source material. The author | The Gambling F “i 

s . ; s and its vital ition in rail-| authors ought to have a good e g fever Time is findable for each publ ca 

of media to be employed to tell the ness an j s vital positic n Yr ily This may be old stuff when it|tion on two dials, one for readers 
story is secondary to the adoption of | road earnings. 


appears, buta Detroit correspondent of 300 words a minute, and the 
Remember Way Back When? |has commented upon the fever of other for those whose rate is 11 
A Time for More Advertising Another birthday booklet came in be seers oe in that city td words a minute. 
his week from across the border, | 4+"eodaore . MacManus and _ his . 
“fs reo AY canauine lugubrious | newly organized agency. Mr. Mac- No. 1659. One Rat—One Grain ‘ 
Most manufacturers who can par- | licit orders for immediate delivery. title. “If You Were 150 Years Old.” | Manus, it seems, allowed as how Corn. 
ticipate directly in the national Not to do so would risk loss of This was from Wm. Dow & Co. of | he would have a major automotive Criterion Service recounts th 
preparedness program by virtue of good-will and acceptance built up Canada. brewer of Old Stock,| account as his “spearhead.” He) long tale told by a sultan’s wi! 
the character of their equipment over years of effort, and would cre- Crown stout and Yellow Cap ale.| didn’t say which. The result has| about a granary emptied grain t 
and experience are gladly putting ate a problem of serious difficulty The company celebrating its 150th been a pool among the publishers’ | grain of its corn. The story turn 
their facilities at the disposal of the once conditions returned to some- birthday has dramatized its long Tepresentatives. It costs one buck} out to have a moral for adve! 


national government. Speeding the thing more nearly approaching nor- and honorable career with a series to record your guess on what the ers, the parallel being me | 7 
program of defense is an urgent mal. Manufacturers who neglected Of advertisements picturing the mew MacManus account will be. vidual impressions carried Cotte 
: — "eo SE -hanges ‘ 5 rears ave individual consumers. rite: \ 
matter to which every patriotic their regular markets during the changes that 150 years have id Is Bli 3 d—A individu ith inf ati about it 
American will contribute to the first world war found a few years wrought. Copy pictures what you Cupid Is Blitzkrieged—Almost goes on wi information abc 
é rica “ ? , s i c ars : a ; . , : me S42 Aten! : vs 
limit of his ability later that it was extremely difficult would remember if “you were 150 It happened in Detroit and then circulation and cost of its disp! ) 
l Oo 18s a f é ; i as e - p 9 a. ° . - 
ville . . years ld” and then contrasts it : ne a sville ‘ ™ 

As A. W. Robertso Wes 5- i costly to regain their former - agli: _ _ + SAppees Sh Laven. eee The Industrial Cente © 

As A tobertson, of Westing- and costl: gain with modern times. body told somebody and they told No. 1654. e Industria 
house, explained in a recent state- position Some never did somebody else and the first thing the Northeast. 
ment, manufacturers are not seek- General consumer industries will : 


Advertising in Reverse one knew, everyone was saying “No| Radio Station WTRY, Troy, N ‘ 
We have this from an eye and ear more marriage licenses until after | has issued this folder, which | 
witness. It is not intended as a the war.” This was in Detroit.| vides a coverage map of the 
realize, in common with others, that buying power through the greater slur against any one advertising Down in Louisville, Station WINN | mary and metropolitan areas, ‘ 
concentration on war business may employment created by defense ac- medium or manufacturer, but broadcast a press bulletin from De- data on population and retail s ne 
be at the expense of the markets tivities and of strengthening their merely as an example of the old troit stating that the rumor had/ for both areas. The folder 
which they have built up in normal sales and advertising efforts in mar- theory that there is a time and been scotched there. But people tells about the station's ven 
times, and the loss of which they kets rendered more attractive Place for everything. During a re- 18 te — woe! wage staff and merchandising policy. 
‘e! < ny sum 44 ve J j seTore ong, countess ‘Oo -De 
could ill afford. Thus they are con- through these developments. With askeae a aaa a 15,000 people brides and grooms were laying 2 No. 1624. If a Tree Falls. 
(presumably many dog owners! heavy barrage of questions at the This attractive brochure, iss \ 
among them) were gathered in Louisville license clerk. More ra- by Radio Station WSM, Nashv 
Grant Park listening to the whis- dio bulletins, plus newspaper stories provides maps of the station’s co‘ & 
pering melody of a violin soloist finally set things to rights with age areas, and gets across its list 2D 
with the nightly symphony orches- Cupid on the winning side ership story in an interesting v ®) 


ing this kind of business as a means be confronted, too, with the oppor- 
of making exceptional profits. They tunity both of capitalizing increased 


fronted with the problem of main- altered sales objectives based on a 
taining contact with regular cus- shifting economy, advertising is the 
tomers, keeping them apprised of one activity which can insure ready 
their products and services even adaptation to changing marketing 
though they may not be able to so- strategy 
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... ACTUAL AND 
POLITICAL... ARE 
WIPING OUT EXPORT 
MARKETS 


But today’s military lightning need not disturb you . .. for 
your aim is on people who buy. And Rural America offers 
greater sales opportunity than any foreign nation on earth. 


Rural people, the basic support of every small-town mer- 
chant and one of the chief assets of city retailers, are a 
huge, growing, permanent market that is easy to reach. 


Farm Journal and Farmer’s Wife offers you 2,500,000 farm 
families who will not be “blacked out” of your sales picture. 
Drop your message into America’s largest single buying 


group through 


FARM 
JOURNAL | 
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July 15, 1949 


Group and Ind 


Advanced in Consumer Contest | 


Winning Entries in ''Ad- 
vertising Age'’ Compe- 
tition Summarized 


[Editor’s Note: Following are 
summaries of four of the eight plans 
which were given honorable 
mentions by the judges in the Ap- 
VERTISING AGE competition in which 
$1,000 in prizes was awarded for 
plans designed to improve relation- 
ships between advertisers and con- 
sumers. A digest of the plans which 
won first, second, third and fourth 
awards appeared in the July 8 issue, 
and digests of other honorable men- 


tions, as well as of interesting sug- | 


gestions advanced by other entrants, 
will appear in subsequent issues. ] 


New York, July 10.—An unusual 
and interesting conception of the job 
facing advertising in improving re- 
lations with consumers and _ pro- 
posals for accomplishing this job 


ividual 


Plans 


were presented in the plan of Alden 
H. Kenyon, partner in James A. 
Coveney Company, New York, 
which won an honorable award in 
the ADVERTISING AGE contest. 

His approach to the problem is 
exemplified by the title of his entry: 
“Suggestions for a plan to enable 
consumers to educate business in- 
stead of business educating consum- 
ers.” The whole attitude of business 
toward the consumer movement 
must be changed, this entry sug- 
gests, advancing an eight-point plan 
for enabling consumers to educate 
business: 

1. Supply a mouthpiece for con- 
sumers, so that consumers will have 
‘channels for expressing their desires 
\to business. Vitriolic attacks merely 


serve to feed the fire of resentment | 


on the part of the consumer for all 
‘attempts to tell him business’ side 
of the story. “If business resents 
ithe consumer movement and its at- 


tempt to ‘educate business,’ likewise | 


the consumer resents the activities 
of business associations to ‘educate 
the consumer.’ 


Would Provide Open Door 


To provide channels in which free 
expression and exchange of views 
can be assured, publishers should 
be “the first open door” through 
which consumers should be permit- 
ted to tell their story, and all news- 
papers and periodicals should print 
uncensored reports of consumer 


|group meetings and activities. Sam- 


ples of a column called “Consum- 


which should be used. 


‘the author suggests the following: 


grams now running in a number of | 
national publications and syndicated | 
through paid propaganda agents 
have done far more damage in stim- 
ulating the consumer to action in 
the wrong way toward business and 
advertising than any other element 
that has been injected into the pic- 
ture. 

“Therefore, this plan recommends 


\the immediate discontinuance of all 
|such programs that have been con- 


ceived and promoted solely to dis- 
credit the honest and sincere con- 
sumer movement.” 


2. Use’ existing organizations, 


such as the Better Business Bureaus | 


and local chapters of small business 
men’s associations as local receiving 
depots through which consumers 


fand business can feed their desires 


ithis connection, 


| to 
‘ers’ Round Table,” appearing in a|some similar title, and provision for 
California publication, are presented |more 
\as examples of the type of material |consumers in their management, is 


As a corollary to the free dis- | 
semination of consumer viewpoints, | 


and viewpoints to each other. In 
a change in the 
name of the Better Business Bureau 
“Consumer Service Bureau” 
of 


adequate representation 


| suggested. 


Increase Factual Data 


; | 3. Intensification of customer re- | 
“Unquestionably, the expertly search and closer cooperation with | 


prepared consumer educational pro- |consumers and consumer groups in 


. 


KROGER NOW IN 
ITS 5th consecutive 
YEAR ON WMC 


wv 


An amazing record of consistent 
results has been rolled up by the 
Kroger Grocery & Baking Com- 
pany, through the Ralph H. Jones 
Adv. Agency, over WMC. 

Since 1935, more than 1500 na- 
tional spot programs have been 
broadcast to WMC's 399,540 radio 
homes, telling the merits of 
Kroger's Hot Dated Coffee and 
Kroger's Clock Bread (since 1938). 

The results speak for themselves 
in the continuation of this vast 
schedule for 1940. 


5,000 WATTS DAY 
1,000 WATTS NIGHT 


ore than 1500 


CONSECUTIVE 
FOR KROGER 


WMC, exclusively! 


PROGRAMS 


aN 


HOT DATES LINDA'S EDITOR’S 
IN HISTORY FIRST LOVE DAUGHTER 
© One straight year of Hot @ Three solid years of © Two consecutive years of 
Dates in History over Linda's First Love over the Editor's Daughter 


WMC—I56 separate 


WMC, 780 separate quar- 


over WMC—520 separate 


quarter-hour broadcasts, ter-hour broadcasts, quarter-hour broadcasts, 
Mondays, Wednesdays Mondays through Fridays. Mondays through Friday. 
and Fridays. 
rideys The above programs are in addition to ‘“‘The House of a 
Thousand Eyes’ and “The Wise Crackers,."’ two separate 


Kroger programs run 


over WMC during 1935-36. 


WMC 


Owned and operated by 


MEMPHIS 
NBC RED NETWORK 


THE COMMERCIAL APPEAL 
“The Lo ’ Greatest ewspaper 


National Representative: 


* 


THE BRANHAM CO. 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 


WMC—MEMPHIS 
KARK—LITTLE ROCK 


KW KH-KTBS—SHREVEPORT 
WSMB—NEW ORLEANS 


setting up specifications for mer- 


chandise and services which will | 


/more nearly approach what the con- 
|sumer wants, rather than what the 
seller thinks he wants. 

| 4. Constant effort on the part of 
manufacturers to provide more 
factual material about their prod- 
ucts. “In all of its packaging, 
advertising, and descriptive litera- 
ture, the full facts about what is in 
the product and what it is made of, 
what it will do for the consumer, 
and how much it costs, should be 
clearly defined. . . . Such open and 
above-board information will do 
more in itself to eliminate further 
growth of subversive consumer or- 
ganizations than any other one ele- 
ment.” 

5. Every national business asso- 
ciation should devote part of its 
annual meeting to a serious dis- 
cussion of consumer needs, should 
invite consumer representatives to 
take part and sit in on its behind- 
the-scenes activities, and should re- 
quire its secretariat to devote a 
substantial portion of its time to 
consumer contacts and to supplying 
members with factual data indicat- 
ing the attitude of the consumer 
toward the products and business 
practices of this industry. 

6. As a practical step in accom- 
plishing this goal, ADVERTISING AGE 
should prepare a complete digest of 
all suggestions received in the com- 
petition which the judges decide are 
worthy, and a copy of this digest 
should be made available to all 
business paper publishers, consumer 
publications, radio stations, and 
other vehicles of information. If 
Point 5 is accepted a special draft 
of the digest should be submitted 
to the secretaries of all business 


associations with a recommendation | 


that the very next meeting of that 
association devote itself largely to a 
discussion of this subject and the 
preparation of plans to include in 
the agenda of future meetings more 
time for the consideration of con- 
sumer wants from the “outside in” 
rather than from the “inside of the 
membership out.” 


Educate Youth 


7. Expose all so-called coopera- 
tives and consumer organizations 
that have been organized for per- 


sonal profit, as other rackets are 
exposed. 
8. Business has neglected to bring 


the youth of the country over on its 
side, leaving youth exposed only to 
the writers of theoretical textbooks. 
The remedy lies not in attacking 
educators and authors, nor in invita- 


tions to go through the plant nor 
the distribution of pamphlets, but 
on a plane which makes it clear 


that youth is being helped to solve 
some of its own problems. Some 
approaches suggested educa- 
tional and entertaining motion pic- 
tures, a definite quota of for 
youth each year, and such other 
plans suitable to each business 
will impress youth with business’ 
desire to the consumer 


are 
jobs 
as 


serve 


or 


es 


The approach of William J. gp 
right, advertising news editor of 
New York Times, whose entry 
won an honorable mention in 
contest, is based on the premise 
while general activity sponsore: 


the 
lso 
the 
Nat 
by 


‘associations and groups may accom. 


plish some good in the field of 
business-consumer relations, ri- 
marily this is a problem for cach 
\individual company and its solu‘ion 
‘depends on the accumulated weight 
of constructive, intelligent, indi, iq. 
ual effort to raise standards of 
\living, to give better values, to elp 
ithe consumer to spend wisely.” 

| In keeping with this approach the 
suggestions presented are those ap- 
|plicable specifically to “Major Foods 
Company,” but in general to many 
lother companies. The thinking be- 


hind the program is presented as 
follows: 


Background Thinking 


| 1. The consumer movement is a 
\logical development of economic 
‘conditions and does not reflect dis- 
‘credit on industry. In fact, it has 
already been tested in advertising 
| (through such developments as the 
Cooperative Analysis of Broadcast- 
ing, the determination of circulation 
for outdoor displays and window 
displays, etc.), and proved definitely 
profitable for both buyers and sell- 
ers of advertising. 

2. So far, spokesmen for the con- 
sumer movement represent only the 
higher-income classes, which com- 
prise a numerically small propor- 
tion of the population. It is there- 
fore necessary to find out what the 
great mass of consumers think 
through a cooperative, continuous 
market research effort by industry 

3. Although no program can be 
set up overnight, speed in preparing 
a plan is essential so that national 
advertisers can gear their programs 
with chains, department stores and 
others. 

4. Proper labeling is vital in 
many industries—would at least be 
helpful in practically all. 

5. Information on how, when and 
where to use products a good 
selling point and provides excellent 
advertising themes. 

With this thinking 
ground, the program 
was as follows: 


is 


in the back- 
worked out 


The Program 


1. Realizing in effect, that this is 
an emergency, we will attempt to 
speed up our research, in an effort 
to improve quality. 

2. We will attempt to find every 
short-cut, particularly in distribu- 
tion to reduce costs and prices, at 
the same time pointing out to the 
consumer that frequently her de- 
mands for super services add to the 
final price. 

3. After introduce 


tests, we will 


He Can Put 


YOUR 
BRAND 


On Industry's 


Orders 


This man is industry's Pur 
chasing Executive —the man re 
sponsible for industry's buying 
—the man in industry's large 
plants who can both initiate 
and consummate orders. 

Make sure he knows the advan 
tages of your brand by advertis 
ing to him in PURCHASING. 
his only national magazine. Your 
sales story goes to every central- 
ized buying unit in the U.S. A 
Get the facts from Conover-Mast 
Corp., 205 East 42nd St.. New 
York ; 333 N. Michigan Ave.. Chi- 
cago; Leader Bldg., Cleveland. 


FIND OUT WHY 
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the other.” 


by choice of 
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srade and informative labeling, with |organization” which will certify or 


particular emphasis on how to use 
our products. At the same time, | 
we will redesign our labels, with a 
two-fold purpose, to increase their | 
-ales appeal in stores and to in-| 
crease their pantry shelf appeal so | 
that consumers will be induced to 
yse our products as often as possible. 

4. We will inaugurate an adver- 
‘ising program as follows: 

(a) A trade paper campaign for 
retail dealers, describing our pro- 
sram and explaining how it is in- 
vended to help dealers solve the 
consumer problem. 


Will Explain Advertising 


(b) A campaign through a 
booklet to retail store clerks, ex- 
ylaining how our program will 
make their selling easier, increase 
turnover and raise their wages. The 
retail salesman is the bottleneck of 
the entire system and on him de- 
yends to an important degree the 
success or failure of any consumer 
relations program. 

(c) The theme in national adver- 
tising will be roughly, “The Con- 
sumer Has Spoken—Here Is Our 
Answer.” The campaign will de- 
scribe the entire program, explain- 
ng it in terms of consumers’ 
nterest, how it will enable them to 
buy better goods at cheaper prices, 
io buy economically and_intelli- 
gently. 

(d) Advertising will also be used 
to correct actual misunderstandings | 
ind wrong impressions about adver- 
tising and business in general. 
Boxed, illustrated material in ads 
nd dramatized one or two-minute 
skits on the radio will cover such 
points as the actual cost of an ad, 
the price for advertising the con- 
sumer pays when she buys our 
product, and how she gets her 
newspapers, magazines and radio 
programs so cheaply. 

* * at 


| 


A program for the certification of 
merchandise was advanced in the 


entry of Harry A. Mereness, White 


Plains, N. Y., which also won an 
honorable mention in the ADVERTIS- 
ING AGE competition. 

The plan is based on “specifica- 
tion labeling’ and advertising, a 
term which is defined as “a form of 
lescription intermediate between 
lescriptive labeling on the one hand 
ind quality standard labeling on 
“Specification labeling” 
s the only practical solution, the 
plan maintains, because of the ob- 
ious. difficulties of setting up 
tandards for myriads of types and 
‘(inds of merchandise, and because 
lescriptive labeling requires a mul- 


titude of different labels for the 


ime product and does not always 
upply sufficient quality information 
to the buyer. 

However, even specification label- 
ng may be used dishonestly either 
specification terms 
vhich are themselves misleading or 
meaningless to the ordinary con- 
umer, or by not including all im- 
portant information. Hence, the 
ertification of merchandise plus 
pecification description, is advanced 
s the solution, the certification to 
e performed by “an outside neutral 


Schedule... 
TEXAS’ FIFTH 
MARKET! 


| AMARILLO- 


NEWS and GLOBE 


National Representatives 
TEXAS DAILY PRESS LEAGUE 


guarantee the identity, characteris- 
tics or quality of the merchandise. 


Would Have Endowed Institute 


To satisfy the need for an inde- 
pendent, neutral certifying body the 
author suggests an institute which, 
while charging fees for its work, is 
backed by a foundation or endow- 
ment fund. The foundation or fund 
would advance sufficient money to 
finance the institute for approxi- 
mately two years, after which the 
organization, working on a non- 
profit basis, would collect a_ suffi- 
cient volume of fees to pay back 
this advance. However, the original 
foundation or fund would remain in 
control of the operation of the in- 
stitute even though its money had 


been returned to it. 

As the body to carry out this cer- 
tification plan the author advances 
The Endowed Certifying Institute, 
the plan for which the author set up 
and copyrighted in 1937. The plan 
is complete, even as to estimated 
initial budget of $20,000 for the first 
year, and the setting up of an ad- 
visory committee comprised of not 
less than three representatives from 
each of the following groups: 

Consumers (ultimate consumers; 
over-the-counter buyers). 

Producers (manufacturers and 
producers of raw materials). 

Distributors (wholesalers, retail- 
ers, advertisers). 

Standardizing and Scientific So- 
cieties. 


The members of this advisory 


committee would in turn elect a 
board of governors of five members, 
one each to be chosen from each 
group, and the fifth to be the direc- 
tor of the institute, which would 
have active supervisory direction 
over the operation of the project. 
The specifications or standards 


upon which certifications would be | 


based would be approved by a rep- 
resentative committee of manu- 
facturers, retailers, standardizing 
bodies, advertising agencies and 
consumers. In cases where recog- 
nized standards are not available, 
the procedure would be as follows: 

“Any article of merchandise, for 
which no official standard is avail- 
able, or for which for some reason 
the standard is not suited to the 
certification, will be certified on the 


the author believes that a 


‘articles 


| 

basis of an individual specification 
‘set up from the characteristics of 
that article alone. 


What is required 
is that the article may be described 


jin concise, accurate and _ scientific 
| ° . 
\terms. Articles which cannot be so 


defined will not be certified.” 
* aE * 

While not all manufactured goods 
could be certified under this plan, 
large 
number could be certified speedily. 


In a recent issue of a woman’s 


magazine, says the author, some 50 
suitable for certification 
were advertised, of which 30 were 
toilet articles and foods. 

In using the certification plan in 
advertising, the advertiser would be 
at liberty either to refer to the cer- 

(Continued on Page 20) 
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Voice of the Advertiser 


This department is a reader’s forum. 


Anatomical Change 


To the Editor: How the lady in 
this copy changed from May to 
June! Whether this retouching job 


was for the better or worse, who 
can say. Interesting though, very 
interesting. 


ALLEN KLEIN, 
Murray Breese Associates, New 
York. 
+, F 


Photographer's Daughter 


Has Informal Picture Taken 

To the Editor: We invariably turn 
to your inside back cover for the 
photographic review of the week 
before we read any other part of 
ADVERTISING AGE. 

We believe the enclosed photu- 
graph (see Page 31) may prove 


interesting to a large number of 
your readers. 
We are using this picture to) 


dramatize plastic Durafronts which | 
we are using on Ashcroft gauges as 
a safety feature. The story is, with | 
these non-breakable gauge fronts, | 
we put the goggles on the gauges | 
rather than on the operators. To tell 
this story we have built up the 
model goggles which are being so 
closely inspected by the little miss 
in the foreground. She is the pho- 
tographer’s little daughter and I be- 
lieve is entirely unaware that she 
is being “shot.” 
Louis “500” BRENDEL. 


Manning, Maxwell & Moore, 
Inc., Bridgeport, Conn. 
, Je oe. 


Farmers Wash Their 
Hands Very Frequently 

To the Editor: “Age Changes a 
Man’s Outlook Upon Life” or “Like 
Father Like Son” or “Two Adver- 
tising Men with the Same Idea!” 

Any one of these might be the 
title for these two advertisements 
appearing in the June 27 issue of 
Farm Implement News. 

The Auto-Lite advertisement 
shows two older men washing their 
hands as they talk about their trac- 
tor, while in the U. S. Steel adver- 
tisement two younger farm men are 
washing their faces they talk 
about their tractor. Of course, we 
should expect the younger men to 
be more interested in washing their 
faces, whereas when a man passes 
a certain age he isn’t thinking how 
his face looks, but he doesn’t want 
to get his food dirty. 

It all goes to show that great 
minds often do have the same 
thought, although the idea may be 
expressed slightly different. 

No doubt, these two excellent ad- 
vertisements in the same issue of 
that publication will create a great 
deal of @&nterest among the readers. 


as 


MILTON BURNHAM, 
Pacific Rural Press, San Fran- 
cisco, Cal. 

To the Editor: Thought you might 
interested in the attached ads 
clipped from June 27 issue of Farm 
News. Either two copy 


be 


Implement 


Letters are welcome. 


ONE MONTH MAKES BIG CHANGE IN FIGURE 


. ia 
"4 ' 2 f 
Lour ue 


Sudyment ~ 
\ Day F 


: 4 ly Se > 
7 -@m 
cur 


aad 
ceca 


Judgment . 
Day f é 


‘ eae | 


At left is the attractive Allied Products 


Le 


lady as she appeared in May; at right, | 


her revised appearance the following month. 


| 


front page. 


i}munism.”’ 


Interested in Infotag 


To the Editor: I read with con- 
siderable interest your article on 
the Sears, Roebuck and Co. “Info- 
tag’’ which appeared in the May 27 
ADVERTISING AGE. I have long felt 
that the inclusion of certain selling 
information on a price tag would 
help the retailers’ salesmen in their 


work with the customers. Vi tis 

Would you have available any aM. ul 
. . ~~ rw 

further information as to how fur- mgt S| atte 


or could 
If you have, I would 


niture stores have used, 
use this idea? 


ADMAN IS ARTIST 


inet, 


ee ee 


appreciate very much your passing iiiihe spe 
it on to me. pit: | 
M. T. NICHOLS, JR., ‘° m 
Medford, Mass. i 
2.9 *y | 
Much Clipping | \ «ie 
To the Editor: As a subscriber of oat ~ 
many years’ standing, I feel that I 9 wet 
have to write you again and con- i o. 


gratulate you and your editorial 
staff on the unusually high caliber 
of material appearing in ApDvERrTIs- 
ING AGE. 

It seems to me that the final test 
of a _publication’s value to the 
reader is whether or not he clips 


men were inspired, or somebody |of giving more prestige to frank-| it—that is, what he does with the 


was seeing double. 
HAL WRIGHT, 


International Harvester Com- 
pany, Chicago. 
7, VV F 
Complaint 
To the Editor: I think ADVER- 


TISING AGE owes me an apology, 
Your June 24 issue says 
I urged at Amherst a redistribution 
of resources on a democratic basis. 
I did not. Copy Cub in your July 1 
issue picks up your words in quotes 
as though they were mine. He then 
says, “In Russia they call it com- 
Fact is I advocated not 
redistribution but more distribution, 
more production. I want us to level 
up not down. I pointed out what 
any good advertiser already knows; 
that half the population consumes 
too little, produces too little and is 
a poor market for the other half. 
I want us to get the lower half into 
gear. If Copy Cub thinks that’s 
communism he’s entitled to his opin- 
ion but he shouldn’t put quotes 
around your report of a statement I 
didn’t make. , 
D. E. MONTGOMERY, 

Consumers’ Counsel, Agricul- 

tural Adjustment Administra- 

tion, U. S. Department of Agri- 

culture, Washington, D. C. 

= + 


Visking Putting 
Glamor in Hot Dogs 

To the Editor: I was very much 
interested to read the article about 
Swift advertising glorifying the 
frankfurter in your recent Ad-lib- 
bing column. I do, however, want 
to register a mild protest. For the 
past year Visking advertising of 
Skinless frankfurters has featured 
the thought, “The Meal of the 
Week,” and all of our efforts have 
been directed to taking the well- 
known frankfurter out of the ball 
game and picnic classification. In 
fact, last year we gave frankfurters 
a very swanky setting, as the at- 
tached advertising reprint will prove 
to you. 

We are very glad to see that Swift 
& Co. also recognized the necessity 


‘furters in following the theme which | Publication after he reads it. Ap- 


|we have been publicizing in na-| plying this test to my own reader- | 


| tional publications for the past 18 


This pencil sketch indicates how John 


THIS IS THE WAY WE WASH OUR HANDS... 


Stif STAATER SAVINGS 


Seed of ate Se 


Sharp-eyed Advertising Age readers 


washing 


find much 


J mt % U-S*S Carilloy Alloy Steel: 


to-do about hand and face 


n a farm implement paper. 


months. . 
Incidentally, the Visking Corpo- | 
ration was the first to nationally ad- 
vertise frankfurters to the 80 per 
cent of women who spend most of 
the money in these United States. 
W. R. Hemricu#, 
Sales Promotion Manager, The 
Visking Corporation, Chicago. 


- oe = 
That Makeup Man 
To the Editor: Here’s another 


one of those occasional ad makeup 
combinations that usually cause a 
laugh. This appeared in the San 
Francisco Call-Bulletin last week. 
Have enjoyed reading ApDVERTIS- 
ING AGE for several years. Espe- 


MUCH SINGING 


| 


J vost ® 


pasts 


eetsentep ey yy 


The Coca-Cola Bottling Co. 


“neo, 6d KSFO * 
FRIDAYS 4:30 P.M. OTT 


tasers 


cially do I like your Photographic 
Review of the Week. 
CLaAEs V. WycKoFrr, 
Calmar Printing Company, San 
Francisco, Cal. 
= ¥F F 


Prize Winners 
Happy About It 


To the Editor: It was indeed a 
pleasure to receive your letter offi- 
cially informing me that I had been 
awarded fourth prize in the ApvER- 
TISING AGE contest for plans de- 
signed to improve relationships be- 
tween advertisers and consumers. 
Thank you for the check for $100 
which was enclosed in token of this 
award. 

It is gratifying to learn that the 
distinguished contest judges found 
my entry to contain suggestions of 
sufficient value to merit this award. 

I am looking forward to the pub- 
lication in ADVERTISING AGE of the 
salient features of the other prize- 
winning entries in order that I may 
profit by the discussion of their pro- 
posed plans 

BENJAMIN B. GRAHAM, 
Stratford, Conn. 

To the Editor: Thank you very 
much for your letter. It pleases me, 
to know that my entry in 
your contest was one of a dozen se- 
lected by the judges as having suffi- 


of course, 


cient merit to receive final consid- 
eration. While a taste of the prize 
money would have been much 
sweeter, nevertheless, I feel very 
good about the matter as it stands 

I shall look forward with much 
pleasure to reading the articles in 
your forthcoming issues, which in- 
corporate the best features of the 


12 plans 
G. C. WHITNEY, 
Advertising Manager, Norge Di- 
Borg-Warner 
Detroit 


sion, 


Corpora- 


tion, 


sides of the page! 
Harry SIMMONS, 
Sales and Advertising Counsel, 
Los Angeles, Cal. 
v,vy 


Advertising Manager 
Wields Talented Pencil 


Huggett spends his spare time. the 

ship, I find that the last four issues ; ; te “d 
/have yielded a total of 24 clippings | You will agree with me that it is a = 
to my permanent and semi-perma- | fine piece of work. ‘01 
nent files. | Apparently, however, Mr. Hug- “ 
If this keeps up, I may have to | gett’s artistic ability does not limit “ 
ask you to send me two copies in- his practical thinking. As evidence, pes 
stead of one so I won't have so|consider the dynamic and carefully ot 
/'much difficulty clipping on both | worked out campaign of Certain- ~ 


teed, introduced by the now famous 
“Look Homeward, America’ ad 
which he this year produced in co- 
operation with Fuller & Smith & 
Ross. 
Z. E. Rouer. 
Director Information Office, 
Certain-teed Products Corpora- 


To the Editor: Is it unusual to tion, New York. 


find a full-fledged advertising man- 


ager who is genuinely gifted as an 
artist? If it is, may I submit John 
M. Huggett, advertising manager of 
Certain-teed Products Corporation, 
as such a person. 

I am sending you a copy of one 
of a series of pencil drawings of 
French cathedrals, which is repre- 
sentative of his sketches. I believe 


with your 


FE R E E first Order 


Jar and Brush FREE with your first order 
S$ S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S$ $ Spe- 
cial Frisket Cement, $3.50 per gal 


GS /RUBBER CEMENT CO. |» 


1438 No. Halsted St.. CHICAGO, ILL 


AKRO N IS ASSURED 


IT WILL REMAIN THE RUBBER CAPITAL OF 
THE WORLD! 


In a printed statement published in the Akron Beacon Journal 
June 26th, William O'Neil, President of General Tire and Rubber 
Company, said: 


"We are pleased to announce that in the near future we will 
make a substantial addition to our plant. This new five-story 
building is a reality solely because for the first time in six years 
we have reasonable assurance of uninterrupted production. It 
reflects our faith in Akron and our desire to maintain Akron as 
the Rubber Capital of the World. We believe the ‘Old Akron’ 
has come back, and it is our firm resolve to continue to have our 
tires made by the best workers in the world—the rubber workers 
of Akron. 


"It is a matter of record that the Akron rubber companies pay 
the highest hourly wages of any industry in the country; in the 
months to come our facilities should be taxed to the limit tc 
meet the current record-breaking demand for our tires.” 


@ The above statement by Mr. O'Neil is just one more 
reason why we say, “Akron is a rich Market that you cannot 
afford to overlook when planning your sales promotions.” 
For complete economical coverage of this free-spending 
area, use the 


KRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 


New York, Philadelphia, Chicago, Cleveland, Los Angeles 
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(Editor’s Note: This is the first 
eries of discussions of adver- 
and publishing law and legal 
»bjects. The author is a practicing 


ttorney and counselor - at - law, | 
sthor and lecturer who has made 
yblishing and advertising law his 
yecialty. Other discussions will 
spp ir in these pages from time to 
me 


In these days of blitzkrieg, there 
such krieg that it seems to 


The FTC Injunction Procedure 


Is It Constitutional? 
By HARRY HIBSCHMAN 


ne to be the duty of the advertis- 
ng fraternity to wage. It is one 
wainst the injunction procedure | 


ied for in the Wheeler-Lea 
Amendment to the Federal Trade 


Commission Act. 


The significance of this assertion | 
lies in the fact that, by all legal | 


standards, anything in the nature of 
advance restraint upon material in- 


'seldom been raised. 


tended for publication amounts to | 


censorship in principle and effect 
ind constitutes an infringement of 


law’s uncertainty is one of its no- 
torious shortcomings. What head- 
aches it would save a publisher, for 
instance, if he could know in ad- 
vance what is and what is not ob- 
scene, for surely there is no word 
in the dictionary more difficult to 
define than the word “obscene.” 
But, once concede that anybody— 
any official, any committee, any bu- 
reau—has the power to tell us any 
of these things in advance, and the 
surrender of the right of freedom of 
the press has begun. 


How About Advertising? 


But does the constitutional guar- 
antee of freedom of the press apply 
to advertisements? 

Strange to say, this question has 
But think of 
an advertisement of a_ political 
party, or of the advertisement of 


|either an organization of employes 


the freedom of the press guaranteed | 
y both federal and state constitu- | 


tions. For, as most readers of this 
ournal know and as the Supreme 
Court of the United States has sev- 
eral times emphatically stated dur- 
ng the last few years, the very 
ssence of freedom of the press con- 
sists in the absence of all prior 
estraint but with subsequent re- 
ponsibility for any abuse of the 
rivilege thus protected. The pri- 
ary object of our forefathers in 
jopting the freedom of the press 
rovisions in our state and federal 
stitutions was to rid us of licens- 
ng and censorship in every possible 
form. And that is the effect that 
ust be given to those provisions. 


Not Complete Immunity 


This in no sense implies complete 
munity for the publisher. He is 
till liable for libel, he may still be 
osecuted if he publishes obscene 
atter, and he may still be sued if 
e uses material copyrighted by an- 
ther. But no action can be taken 
gainst a proposed publication. No 
ensor can tell the publisher what 
e may or what he may not print. 
No court can enjoin him. He can 
held accountable only after 
iblication of the objectionable 
atter. The one exception that the 
urts have been inclined to make 
this rule is that there may be in- 
inctive restraint beforehand where 
the material to be published relates 
a property, as_ distinguished 
m a mere personal, right. 
It might be very convenient to 
ive some body like the Federal 
ade Commission tell us in ad- 
ince what could be legally pub- 
hed. Many advertisers would 
obably welcome a set-up under 
hich that could be done, for it is 
‘tural to want certainty, and the 


fe) ” 
“=< SERVICE 

DEPENDABLE 
MARKET RESEARCH 
TABULATING SERVICE 


° 
mple ties and long 
erienc € iple to 
+ + ey na je 1 is 
Je if Du shear nda 
Ke ig nal’ 
. 
na ‘ r r ‘ the 
Kl¢ | - 
M rKe a 
. 


RECORDING & STATISTICAL CORP. 
(0. Maiden Lane, New York, N. Y. 


80 CHICAGO DETROIT 
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or an association of employers in 
time of a labor dispute, and it is 
evident that the principle of a free 
press must apply. True, one can 


/see a distinction in the case of ad- 


vertisements strictly commercial in 
character. But such advertisements 
are entitled to more, rather than to 
less, protection, for, as an Ohio 
court pointed out some years ago, 
what one has a right to sell one has 
a right to offer for sale, and such a 
right is one of property that is pro- 


tected under the due process clause | 


of the constitution. An advertise- 
ment, therefore, may be said to 
have a twofold constitutional pro- 
tection. 

Now assume this to be true and 
apply it to the Federal Trade Com- 


which the Commission operates un- 
der that Act. Then it becomes im- 
mediately clear that, should the 
Commission undertake to require 
advertisers to submit their copy for 
advance approval, its action would 
be invalid for the reason that it 
would constitute a violation of the 
rule that freedom of the press 
means freedom from previous li- 
cense or censorship. Neither the 
Commission nor the 
should be tempted for a moment to 
consider the possibility of a system 


involving prior approval of adver- | 


tising copy. 
Danger of Injunction 


There probably is no imminent 
danger from this direction. But 
there is more than imminent—there 
is a present—danger from another. 
Under the Wheeler-Lea Act the 
Commission was given the power, 
in certain cases, to go into a federal 
court and obtain an injunction re- 
straining the dissemination of al- 
leged false or misleading advertise- 


ments in advance, such injunction | 
P . s P | 
in effect while the Commis- 


to be 
sion follows the usual procedure of 
filing a complaint before itself and 
giving the advertiser an opportunity 
to be heard. If the Commission 
finds against the advertiser, his ma- 
terial is in effect suppressed. He is 
permanently prevented from pub- 
lishing it, and the result is precisely 
the same as if we had the old sys- 
tem of official censorship and 
license. 

This procedure has been invoked 
in about a dozen cases. In one the 
preliminary injunction was issued 
July 6, but the Commission did not 


file its own complaint until two 
weeks later. In another, the pre- 
liminary injunction was entered 


Feb. 13 and the complaint was not 
filed until March 8. These injunc- 
tions are in effect pending the filing 
of a complaint before the Commis- 
sion and the final disposition of the 
case. But if the advertiser is ab- 
solved in the end, he is still the loser 
for the injunction is issued without 
the filing of a bond, and the United 
States cannot be sued for the dam- 
iges he may suffer. 


The excuse for the adoption of 


advertisers 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS & 


REGINA 
CALGARY 
EDMONTON 
VANCOUVER 


this procedure is that there are cir- 
cumstances under which great evil 
will result if immediate action can- 
not be taken,—jor instance, that the 
sale of a dangerous drug may cause 
great harm even if permitted only 
for a few days. The answer is that 
the same thing is true of any other 
wrongful or criminal act. But that 
4s no reason for putting possible 
violators under prior judicial re- 
straint. We punish only the overt 
act. And, in the main, any act that 
the Commission thinks sufficiently 
serious to be enjoined can also be 
reached by the penal provisions of 
the Act. 


It may be questioned, further- 


more, whether the Commission lim- | 


its its use of the injunction proced- 
ure to cases in which the products 
placed under the ban are a genuine 
menace to life or health. In one 
case, for example, it obtained an in- 
junction against the dissemination 
f any advertising regarding two 
products called “Man’s Pep Tonic” 
and “Sex Capsules for Men and 
Women.” The petition on which 
the injunction was based alleged 
that the products in question con- 
tained nux vomica, yohimbine hy- 
|drochloride and extract of thyroid, 
|that they were therefore dangerous 
'to health, and that the advertise- 
ments regarding them contained no 
[warning and failed to disclose the 


fact that the consequences of using 
them might be serious. The bald 
fact is that these products were in- 
tended as aphrodisiacs, and that 
similar compounds have been sold 
for years without decimating the 
population. It may be conceded 
that such products are dangerous to 
certain persons under certain condi- 
tions. But to say that they are so 
dangerous as to require recourse to 
the injunction procedure in disre- 
gard of the constitutional rights of 


the respondents is decidedly ques- | 


tionable. In fact, my doctor says 
the idea is ridiculous. 


Deplores Use of Injunction 


I am in hearty accord with the 
/purposes of the Federal Trade 
Commission Act and with the man- 
ner in which, in general, it is being 
administered. And I have no doubt 
|as to the constitutionality of the Act 
|insofar as it provides for action 
against one who disseminates false 
/or misleading advertising after that 
| dissemination has taken place. But 
'so far as this injunction provision 
| is concerned, I see in it nothing but 
a dangerous encroachment upon 
sound and long-established consti- 
|tutional rights. I believe that it 
constitutes one of those entering 
| wedges against which, under a con- 
| stitutional system, the citizen must 
be on constant guard. I believe that 


it menaces every man’s funda- 
mental constitutional rights in that 
it clearly menaces the basic right 
of freedom of the press. 

I submit, therefore, that it is the 
sacred duty of organized advertis- 
ing to fight this procedure—to ap- 
pear in a test case for that purpose 
and to carry that case to the United 
States Supreme Court. This is not 
a mere matter of business, of dollars 
and cents. It is a patriotic duty, a 
duty not merely to advertisers, but 
to the country. 


‘Atlanta Group Seeks 
Radio License 


The Constitution Broadcasting 
Company, Atlanta, is seeking per- 
mission from the Federal Com- 
munications Commission to erect 
and operate a commercial radio 
broadcasting station there with a 
night power of one kilowatt and a 
day power of five kilowatts, oper- 
ating on a frequency of 550 kilo- 
cycles. Directors are Clark Howell, 
Hugh H. Trotti and Roby Robinson. 

The corporation’s charter author- 
izes a minimum capital stock of 
$100,000 with the right to increase 
this later to $250,000. 


Joins “Everywoman’s” 
Stacey Bender, formerly with 

McCall's, has joined the New York 

advertising staff of Everywoman’s. 


Beauty Is 


Only Ski 
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Deep! SAYS WHO? . 


mission Act and to the manner in | 


WE DO, LADY! Because when 


THAT'S WHY so many ad men print their di- 
rect mail work on Hammermill Offset. This 
paper insures brilliant, lifelike reproduction be- 
cause it keeps the printing inks where they 


reproduced in a mailing piece, it’s the surface 
of the paper that determines whether you'll 
look appealing . . . or appalling. 


your picture is ‘ew 


belong—on the surface of the sheet. 


JOBS ON HAMMERMILL OFFSET have snap and 
character. Halftones take on an unusual third- 
dimensional depth. Colors are brilliant, spar- 
kling, in perfect register. Small type is sharp, 


clean, inviting to read. And the finishes are 


alike on both sides. You can 


cally, work-and-turn, without objectionable 


“show through.” 


f 


a warehouse of useful new ideas. 


FOUR 
COLORS 


surface 


print economi- o 


—— - 


HAMME 


OFFSET 


BY THE MAKERS OF HAMMERMILL BOND 


tual size. Edge view of 4-color illustration on 
Hammermill Offset. Note how the closely knit 


holds the inks on top of the sheet. 
— we we 4 
ee r 
oe ~~ ‘ 4 
geet 


SEE FOR YOURSELF. Send for new Collection 
of Commercial Specimens on Hammermill Off- 
set: outstanding examples of direct mail jobs 
... unusual treatments in layout and design... 


! 
ft | Hemmermill Paper Co. 

; Af Dept. G, Erie, Pa. 

| 4qu Please send me, free, Collec- 
; tion of C ‘ Specimens 
i on Hammermill Offset. AAT 
| 
! 
; Name = = 
| 
! Position 
! (Please attach t ) any letterhead) 
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ly by 50,000 watts power. 


That’s why WOAI has always 
carried, by far, the greatest 
number of commercial hours 
of any station in this area. 
Details supplied on request. 


50,000 WATTS * CLEAR CHANNEL 
NBC * TON AFFILIATE 


Represented Nationally by Edw. Petry & Co. 


one roof and around one table the “Vancouver News Herald” 


payed sec concer ned with spe- Reorganized; Now Tabloid 

The chief function of such a uni- | Reorganization of the News Her- 
fying body would be to semetruct |e has now been completed at 
’ . . Vancouver, B. C., with D. A. Ham- 
a middle ground between the actu- | jjton continuing as president of the 
ality enforced by real conditions|reorganized company. Robert T. 
governing markets and manufacture | Elson, formerly news editor of the 
and the ideals envisioned by con-|Vancouver Province, is now pub- 
sumer leaders. No better way exists | lisher and managing director. Clay- 
to end name-calling and misunder- |t0n B. Delbridge is business man- 


7 5 Cer: ; —~MHe srla <« rertici 
standing than to have responsible ager; Si Griffis, formerly advertising 
agents sit down to consid ieeal director of the Vancouver Sun, is 
« z g : Ss rr ac é —_ . 

. 0 consider actual | advertising director of the new 
cases. When, for instance, the con- 


company, and F. Rex Werts is ad- 
vertising manager. 

Concurrently with its reorganiza- 
tion the paper has commenced pub- 
lication in tabloid size, running 24 


sumer-representatives are exposed 
to the realities of establishing not 
only a product standard but also a 
standard procedure for testing that 


product in a laboratory, they will | P@8®&s- 

take back to their constituents a 

new and elevating picture of Amer- Adohr Back on KH] 

ican business. Off the air since last year, the 


This unifying body, through its 
policy-making function, also would 
tend to canalize—and thereby har- 
for the benefit of all—the 
present intense and intensifying in- 
terest in better consumer relations. 

The actual formation of such an 
organization would not be difficult 
to encompass. A call to the leaders 
of the various associations now ex- 
tant, sponsored by ADVERTISING AGE 
and an ad\yv committee com- 
posed of the presidents of a dozen 


Adohr Golden Hour, sponsored by 
Adohr Milk Farms, Los Angeles, re- 
turned to KHJ June 28. The pro- 
gram is heard every Friday evening. 
Lord & Thomas, Los Angeles, 
the agency 


ness 


1S 


Elects Norma Young 


Norma Young, Los Angeles home 
economics director and head of the 
Happy Homes program over KHJ, 
has been elected president of the 


ISOry Los Angeles Advertising Women. 


national associations ‘representing @| McDonald to KYW 

ul ross-section oO > ‘rests 

aoe Bs , ete . ve be _ rt B. A. McDonald, formerly with 
volved, Would Dring ali respon Station WFIL, Philadelphia, has 
ible elements together to consider | joined the sales staff of Station 
organization along the lines sug- KYW, Philadelphia, effective July 
gested, the author says 15 


banners and milk bottle collars, the 
latter serving as reminders. 


Names “Better Fruit” 


Better Fruit magazine has been 
chosen as the official publication for 
the North Pacific Nut Growers. It 
also is the official publication of the 
Washington State Apple Commis- 
sion and the Graham Berry Grow- 
ers. 
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| Resume of Plans Commercial Display Poultry and Commercial Display Poult - 
| Including Poultry and Livestock Including Poultry and Live : 
| . . Livestock -—Display— Livestock — c—Dis 
777 - — 1940 —1939 1940 1939 —1940——, ——1939——__ 1940 
Gb U mi @ in Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines 
= TO WHAT | Monthlies Southern Edition... 31.7 23,973 23.8 17,984 525 
Country Gentleman 31.7 21,587 28.9 19,649 111 199 | Wallaces’ Farmer... 26.6 19,607 17.0 13,345 2,942 
LENGTHS Farm Journal & Farm- California Cultivator 25.6 19,354 20.1 15,214 147 
SOM er's Wife a 27.5 11,804 26.8 11,488 138 243 | Nebraska Farmer...... 26.0 18,893 16.3 11,857 1,03: 
WONT E Consumer Contest Capper’s Farmer.. 16.5 11,191 19.0 12,947 14 73) $Average 4 Editions 27.0 19,635 16.9 12,292 1,534 
PEOPLE 60! California Citrograph 16.2 10,888 20.1 13,536 . | Pennsylvania Farmer 20.8 15,993 2.4 9,546 2,327 
‘ ° Successful Farming.. 23.3 10,479 21.1 9,494 49 84 | The Farmer: 
: tAmeric'’n Fruit Grower 21.8 9,821 22.6 10,163 oot General Edition.. 19.8 15,532 15.5 12,147 1,552 
(Continued from Page 15) | Progressive Farmer | Arizona Farmer....... 19.1 14,439 16.7 12,631 
, oe . —_ Mississippi Edition 12.8 9,297 10.7 7.798 30 | Washington Farmer. 18.7 14,173 17.0 12,855 
tification without giving the test) Carolina-Va. Edition. 12.7 9,277 9.2 6,711 69 54| Oregon Farmer 18.6 14,056 15.9 11,984 14 
data, in whic as , Georgia-Ala, Edition, 12.7 9,255 9.1 6,616 5 18| Idaho Farmer. 18.1 13,656 15.2 11,496 , 
ax = ‘ ch case he would be Texas Edition » 43.2 8,905 9.9 7,236 18 | Ohio Farmer... 17.3 13,311 10.1 7,720 1,128 6 
required to point out that the test Kentucky-Tenn. Ed'n. 12.1 8,816 9.6 6,988 28 | Wisconsin Agriculturist 16.4 12,831 11.2 8,752 1,089 7 
data is avails > > §$All Editions , Se 8,196 8.0 5,820 18 | Dakota Farmer.. » 08086 3706 9.8 7,556 395 : 
: Ks ailable on request, bed he | S$Average 5 Editions. 12.5 9,110 9.7 7,071 21 30 | Prairie Farmer : 
could print the test data. In either| rarm & Ranch........ 10.1 7,624 11.3 8,505 306 100 | lll. and Ind, Editions 16.4 11,936 14.3 10,406 353 ee 
“ase , : ¢ 126 _|*New Jersey Farm & Kansas Farmer........ 14.4 10,948 11.6 8,810 857 
case, when the test data was pre TORPGOR scsccns ee 14.1 11.6 5,240 |} American Agriculturist. 14.4 10,477 14.9 10,817 840 
sented all the data called “deter- | Southern Agriculturist 7.5 9.1 6.344 10 Michigan Farmer...... 13.6 10,472 &.8 6,749 1,796 
| inative”’ . : . t*Idaho Granger...... 4.3 4.1 4.480 .. | Rural New Yorker..... 12.9 10,101 12.2 9,585 3,480 
minative by the institute would Southern Planter.. 6.7 6 4,522 117 136| New England Home- 
have to be included. All certified | *The Hoosier Farmer.. 10.0 12.7 5,700 300 300 Be PH : 14.4 10,050 12.5 8,772 1,774 
| 2rehs: —_ _ *Kentucky Farmers Missouri Ruralist. >; oon 8,806 8.4 6,368 717 
|merchandise would have to be Home Journal line 4.9 3,875 8.2 6,434 824 784 | Indiana Farmer's Guide 8.1 6,345 6.6 5,150 
marked or labeled with the data | tWyoming Stockman- ——- ———— --- -_- 
Noni » : . > ead Farmer : : 4.0 3,596 4.5 4.074 194 196 Total Group ...... eoe 814,091 . 238,459 21,47; 
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ANALOGY POPS UP AGAIN IN COPY Shrimp Canners 


Plan $300,000 
Promotion Drive 


New Orleans, July 9—A $300,000 
campaign to nationally advertise 
canned shrimp became a reality 
today, with the organization in New 
| Orleans of the Shrimp Canners Na- 
'tional Advertising Association. Sub- 
scriptions to the association are for 
a three-year period and amount to 
approximately $100,000 a year. 

The association was organized by 
approximately 30 shrimp packers 


) OU'LL never real 
hes iidad t you 4 
~ 4 ; 
. eaten Andre's ilad 
with Andre's dressing 
Thousands of people feel that way, 
too, about Eastede Beer. They try 


thers from time to time-but they 


from the six Southern states of 
Texas, Louisiana, Mississippi, Ala- 
bama, Florida and Georgia. Mem- 
bership in the association represents 
more than 90 percent of the total 
of all shrimp canned in the United 
States. Preparation of the _ initial 
advertising already is under way, 
with the first advertisements to ap- 
pear early in August. The Fitzgerald 
Advertising Agency, Inc., of New 
Orleans, which aided in organizing 
the association, has been selected to 
direct the advertising. 

Officers of the new association are 
R. R. Rice, Aransas Pass, Texas, 
president; George Burgess, New Or- 


leans, first vice-president; John 
Mavar, Jr., Biloxi, Miss., second 
vice-president; Leonora Decuers, 
New Orleans, secretary-treasurer. 
Other directors are T. B. Holcombe, 
Houma, La.; Carlton Crawford, 
Palacios, Texas; Julian McPhillips, 
New Orleans; Steve Sekul, Biloxi, 
Miss.; Paul H. Ploeger, Darien, Ga.: 
J. S. Cafiero, Savannah, Ga., and 
E. L. Dukate, New Orleans. 


Barbers to Advertise 

Master Barbers of Lancaster, Pa., 
have signed a year’s advertising 
contract with Lancaster News- 
papers, Inc. 


One of a series of newspaper advertisements for Los Angeles Brewing Company, 
in which chefs of many nationalities are used to drive home the analogy. 
Lockwood-Shackelford Advertising Agency, Los Angeles, is in charge. 


‘Pay by the Month’ 
to Be Emphasized 
in FHA Campaign 


Washington, D. C., July 9.—An- 
other campaign to stimulate home 
modernization will move under way 
in mid-August, aided and abetted 
by the Federal Housing Administra- 


tion, and with emphasis placed on | 


“pay by the month.” This drive will 
be patterned closely after last sum- 
a mer’s promotion program, which is 
dian credited with playing a large part 
in the 3,000,000 modernization loans 
which have been made to date. 


irect Cooperative campaign moves be- 
: t tween the building industry and the 
CCT 


oo FHA have resulted in the prepara- 
F dot tion of new FHA literature and dis- 
ies play material which will be avail- 


n the ible at the Washington headquar- 
ym it ters or through FHA’s 64 field of- 
> use fices about the middle of August. 
mad Dealers may secure the material 
71S101 nly by direct request. 
gs The material includes a colorful 
vision window display printed in dark red, 
st in- blue, and yellow and an illustrated 
r ad- booklet with a check list for home 
wners, printed in red and black. A 
mimeographed piece will describe 
how dealers can develop and handle 
? business under the “Property Im- 
= provement Credit Plan,” Title I of 
“Color the National Housing Act. It is a 
ers i brief merchandising manual for 
din jealers suggesting means by which 


they may increase their sales 

through the FHA plan of instalment 
an payments. 

Supplies Window Pieces 

The window display pieces are 
lesigned to be used separately and 
nay be adapted to the needs and 
lisplay facilities of individual deal- 
rs. However, this material is es- 
entially a unified window display 
n which all pieces are employed to 
feature the dealer’s merchandise. 
\ colorful streamer bearing the 
egend, “Modernize — Repair” ex- 
tends across the window and side 
reamers suggest improvements to 
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“Fix Up Your Home.” 


this material attractively in their 
windows a descriptive folder has 
been prepared. Copies are avail- 
able for manufacturers, trade asso- 
ciations and others who wish to tie 
in their sales outlets with the na- 
tional modernization program. 

Specimen newspaper advertise- 
ments are also prepared by the 
Federal Housing Administration for 
dealer use. These are mailed in 
proof form to local newspapers 
|\which will be supplied with mats 
of the art work on request. A car 
iceard will be released for national 
distribution in trains, cars and 
buses. 

Special radio programs are being 
arranged locally by state and dis- 
trict offices of FHA. In addition, 
manufacturers, dealers and others 
will be provided, upon request, with 
scripts and commercial announce- 
ments by which their products may 
be tied in to the national program 
for home and business property 
modernization. A special transcrip- 
tion of dramatized radio spots, suit- 
able for dealer tie-in, will be made 
available through local radio sta- 
tions. 

It is anticipated that a technicolor 
movie, similar to last year’s “Mira- 
cles of Modernization,” will be pre- 
pared for release to motion picture 
houses all over the country. Such 
a film would show actual transfor- 
mations that modernization can 
make in a series of colorful “befores 
and afters.” 


How Loans Are Made 


There are about 10,000 lending 
agencies which now hold contracts 
of insurance with the Federal Hous- 
ing Administration to make prop- 
erty improvement and moderniza- 
tion loans. They will be able to 
supply printed forms and informa- 
tion about the FHA plan of prop- 
erty improvement loans which is 
this: 

The applicant for the loan must 
have an adequate income and own 
the property or hold a lease that 
runs at least six months longer than 
the term of the loan. The charge 
for these loans cannot exceed a dis- 
count of $5 per $100 face value of 
a one year monthly-payment note. 
The loan is repaid in equal monthly 
instalments suited to his income. 
FHA’s average insured loan 
amounts to about $400, which costs 
the receiver of the loan $12.78 a 
month. 

The cost of both labor and equip- 
ment may be covered by the loan. 
This may include repairs, remodel- 
ing, decorating, landscaping and the 
installation of new plumbing, heat- 
ing or wiring systems. 


APA Forms Ad Council 

The American Press Association 
has organized an advisory council 
on advertising, composed of news- 
paper publishers throughout the 
country. The purpose of the coun- 
cil will be to increase the market 
information about country and su- 
burban towns and encourage greater 
merchandising assistance by small 
town newspapers. 


Lippard Heads Federal 


T. R. Lippard has been elected 
president of Federal Motor Truck 
Company, succeeding R. W. Ruddon, 
resigned. Mr. Lippard joined the 
Federal organization last fall as 
vice-president in charge of sales and 
engineering 
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Ask Children, Not 
Adults, About Air 


Shows, Is Advice 


Youthbuilders Head 
Pooh-poohs Dangers 
from Programs 


New York, July 10.—If those who 
seek to determine the effect of 
“blood and thunder” radio serials 
on the mental and moral outlook of 
children would conduct their sur- 
veys among children instead of 


adults, they would discover that the | 


harmful consequences they fear are 
largely a product of parental imagi- 
nation. 

Mrs. Sabra Holbrook, executive 
director of Youthbuilders, Inc., told 
ADVERTISING AGE that this is the 
outstanding flaw in the survey by 
Mrs. Clare Tree Major, reported in 
the June 17 issue. Mrs. Major, 
director of the Children’s Theater 
of New York, reported that she 
found a rebellion imminent and a 
desire for “stricter censorship” of 
juvenile programs following a sur- 
vey of parent-teacher associations, 
civic, social and educational groups 
She also inferred that radio pro- 
grams help to incite children to 
commit murder, arson and torture. 

“While mother is worrying about 
the effect on Junior of the hair-rais- 
ing serials so frequently heard on 
the radio,’ Mrs. Holbrook said, 
“Junior himself is eagerly listening 
to the programs meant for adults. 
The number of children who listen 
to the former type of program is 
small.” 


Result of Surveys 


Mrs. Holbrook’s observations on 
this controversial question are based 
on the results of surveys of 8,000 
children taken during the last two 
years by means of questionnaires 
circulated in public schools, round- 
table discussions and interviews. 

With regard to children over 10, 
Mrs. Holbrook feels that mother’s 
worries are groundless since the 
type of program that is the “bogey 
man” in Mrs. Major’s opinion is 
considered too fantastic by children 
in this age group. 

The reaction of children under 
ten to this type of program, accord- 
ing to Mrs. Holbrook, “the 
bloodier the better,” but her organi- 
zation’s surveys do not reveal that 
the bloodiness incites the children 
to crime. On the contrary, the 
child’s reaction is that “the crook 
always gets caught” so why try to 
emulate the criminal? Furthermore, 
children strongly resent having 
their misbehavior blamed on the 
radio when they themselves some- 
times feel that “mother herself” 
responsible. 


is 
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Plenty of Murder Material 


“Children don’t have to listen to 
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murders,” Mrs. Holbrook declared. 
“They can hear mass murders de- 
scribed in the news_ broadcasts 
every day—and they like news 
broadcasts. If you take the fiction 
programs off the air, there are still 
plenty of sources from which infor- 
mation on murder can be obtained.” 

Children admit, Mrs. Holbrook 
has discovered, that “some smaller 
kids could get a nightmare from 
some programs,” but to employ the 
children’s own language, “why 
should the normal children have to 


suffer for the sissies?” 
On the whole, Mrs. Holbrook 
feels that parents are being very 


short-sighted when they’ blame 


children’s misdeeds on radio instead | 


of searching for the basic reasons 
for juvenile misbehavior. 


As a| 


result, children are too likely to 
advance the radio as an alibi for 
their misdeeds. 

While Mrs. Major speaks of the 
imminence of a “parents’ rebellion,” 
Mrs. Holbrook thinks that a “chil- 
dren’s rebellion” against juvenile 
radio fare is more probable. 

“Children don’t want programs 
that are ‘stinky educational,’ to use 
their own words,” Mrs. Holbrook 
asserted. “Too many commercial 
sponsors have tried to measure the 
reactions of children in the light of 
reflections on ‘the old swimmin’ 
hole. They don’t seem to realize 
that the child of today is surrounded 
by a far different world than they 
knew in their childhood.” 

A program with some connection 
with world events is the child’s idea 


of a good program, Youthbuilders 
has found. Heroes should be adults 
who behave as adults do in real 
life—not fantastic creatures whose 
actions have no corollary in the 
world that surrounds the children.” 


Very Little Difference 


“IT don’t believe,’ Mrs. Holbrook 
declared, “that there is so much 
difference between the blood and 
thunder fare of today and ‘Poca- | 
hontas’ and ‘Little Red Riding 
Hood,’ the classics that Mrs. Major 
considers ideal. Remember the In- 
dians who threatened John Smith 
and the three bears in the other 
story?” 

“Another point to be considered,” 
Mrs. Holbrook concluded, the 
opinion of psychiatrists who believe | 


ae 


_—_—a, 


that the radio program emphasizing 
violent action gives the child , 
vicarious outlet for his anti-socia) 
impulses. He’s not so likely to py) 
sister’s hair if he has mentally 
expended his energy while liste; ing 
to the radio.” 


“SAE Journal” Redesigned 


The SAE Journal made its bow as 
a completely redesigned magazine 
with the July issue, featurin 
new cover, new typography 
modernized layout. 


a 


nd 


Joins Polygraphic 

Ben Robbins, formerly with Dis. 
play Counselors, Inc., New York. 
has joined the sales staff of Poly- 
graphic Company of America, New 
York. 


THE efereed Medien 


Ear . a) at 
Cr, a ad - oti a 
gi |_| - ; ie, 
a. 
eee ay . ? pati 
, hy po 
a be ee } 
ae 
? b 
Pua 
a 1 
fl 
. 4 
. th 
p 
5% St rn 
‘ hanes Ce 
oc 0 
2 se - 0) 
5 ir 
bo 
a a 
‘ i Fic, 
“~, — me 
E! pa. Pe ft ee 47) oe ae 
“en 3 . ae 3 ~ aed ie 
4 eowes eLANT 
- oe : 3 TEC ante a ‘ prs you NO C4 vas 
= - eo? ww: cKso™ puy™ > 
me int ae ( \acae? 
ik i sin sr | ; ( ) june yO 3940 ‘ : 
¢€. : 7 y \ 
satel = * ¢. D crei® ppb ene™ 
a =a ' 3 gustt yerkee 
ite - , 300 B oni? She 
ay ." 4 a : gnic® go ’ i ” 
te i . ys ¥° Know» pores pis ore. ae = 
p* pee® © On wit eg a : 
} ren’ nes dos se 00° — = 
aiowu™ qosinee pore® erste 8 = 
ra coit >) xni® ported ys we | 
= : one exon? ht of < % yore ws oF gs BUONe” ; os 
oe ee 5 ¢ec’ xne* we neve ysee zndv8 t wor! me's aver” —z 
ea a sy 29 xne packPohs of powEr PLANT ee pes ae 48 ’ 
a , ; eisine eo Oe et tot ginc® yune » 18 messes . 
 F——— fo ae sea er 4 
si = ; : 91e)™ %o pe tne you eyo: » ponte nave® : : . 
4 es fF aqpavstt ine ‘ = 
i tn er the ovr jarort eee » 
, 3 : yore ne we ett ive ~~ give me reooe™ soe = . 
4 . a 2 j pie ¢acts grov® cne powe® prent patke’’, crest ol" . 
j | b ensvencs ¢ asthe on SENT of ** e 08% Jcecte : a 
=. give>d %0 ereaeti ons exces piprnes men” etc: . a 
' er® maker ® of rs pen toy Deters ar peso sed 
— ' we tee) <ne* E yon ce 5 ooDy spoud> peve 5 on syec™ 38 ; 
a : - a) 360% of gi vine sete oFrorne at ie BO orsone> 7 
E | : ' — * pve” news ee es yosst® gnteo eect F 4 
4 GRA == nesses 2 
et NGERS = 3 100K SHE pack overt <ni8 sone tenes saver eh es . 
fs | ARE BU yER =s anv genes YY ne KavseE Beat we OFC ree tO 
a The pre s! =e <a sx nes pee® omens Oe Seite {n arson NE gs 4 
oi a market es ¥ Coast farm _inen™ gar® gvor™ our cede oh ef) sooth Sb fnese peace 
“d F ig i surest. . as - best. simplest. = serene mem 4n navseh . yo*¥ , hy 4{n sn renee” Pm 
oul = i Group e Grange Farm 3 mnesseen \n yout ohh ce gh yr } am vig. Pp : | 
space = ene? goos #id> ane nerssel™ ge 0® ¢or qe pant 
the joP = G "NG: 
perous Grane — ™ ees? 
_California 3 qour® word grwd - 
a oe ok on 
. ™ | a nge New? ak 4 
ae | 
7 EET pov er*> gidé& yoneee™ , 
ee ae ee wz m > ee : 
Rae ets a eee | 
“ ea 7 =i ys ee ie : wn Z i = 
fea ai cid | 
= yan a Ly ¥: 
- * Ae ee 5 peer 3 = 
BOTAN uss % < ht oid x 
Bs . : ft Se 


FOR NEARLY A QUARTER 


July_15, 1940 


ADVERTISING AGE 


. e 
‘Span ds eee 
Sarai 


ae 
ipa 
ms 


keep the skin young, thoroughly twice are to be discontinued and 
Colgate Signs clean the pores, or assi i Kable Adds Sproul 


or assist 


fiLCaa£.: oe 
on Many Products 


Washington, D. C., July 9.—A broad as descriptive of the 
road stipulation involving two na- “Cashmere Bouquet” which had bad breath is through regular use —_—_—_— 
nally known soaps, three soap | been advertised as removing “every of the thorough, cleansing action Joins General Mills 
es, two shaving creams, and one bit” of dirt and cosmetics 

ntal cream has been signed by every pore. 
Colgate-Palmolive-Peet Com- Soap flakes used for washing of Cream,” is no longer to be used. 
, and the Federal Trade Com- clothes, dishes, etc., are a 
cluded under the stipulation. . 
centrated Super Suds can no longer Nassau Marks Founding 


co! 


fic 
oli 
oli 


su} 


rhe company has agreed to dis- 
tinue advertising, without quali- be represented as removing ; s y a oins Com ton 
, the statement “Made with! germs which “lurk in every family Rockville Centre, N. Y., published J P 

“ a special 64-page section with its Hildegarde 


the phrase “every bit” 


as descriptive of Palm- | wash.” 


e soap or shaving cream. The Unqualified representations 
julation also prohibits advertis- Colgate Rapid Shave Cream 
ing that the use of this soap will! obviate the necessity for 


FTC officials also thought that|are obtainable from other comp- 


from provided only by the special in- 


Con- 


any Palmolive Shave Cream can no 


of the longer be advertised as producing Pend eS 


faster and smoother shaves than York, 


gredients in Colgate’s Dental 


in- 


all The Nassau Daily Review-Star, 


June 26 issue. Called the “40 in *40 appointed 


that Edition,” the special section cele- Compton 


will brated the 40th anniversary of the | succeeding Mrs. 
shaving | founding of Nassau county. signed. 


News 


with 
Company, 
has been appointed —— 
to the general manager in the N 
too arable products. The statement York office 
soap that “a safe sure way to correct) pany. 


T. A. Erickson, formerly national 
president of 4-H Club Directors, has 
joined General Mills, 
apolis, as consultant in the 
relations department. 


. Minne- 
public 


has 
librarian 


Grace Sumner, 


Com- 


OF A CENTURY! 


- we wr = 


INDUSTRIAL MARKE'TING | has 
heen the accepted and preferred source of 
marketing ideas, plans, methods and 
policies among manufacturers of busi- 
ness and industrial machinery, materials 
and supplies for nearly a quarter of a 
century; over a period of nearly twenty- 
five vears it is the only publication that 


has concentrated its whole effort in this 
field. 


It is only natural therefore that INDUS- 
TRIAL MARKETING carries more 
business paper advertising than any other 
advertising publication. The leading 
business publishers of America have been 
regularly represented in INDUS- 
TRIAL MARKETING over a long 
period of years, and their experience has 
proven the value of maintaining their 
sales story in the medium in which indus- 
trial advertisers expect to find 


INDUSTRIAL MARKETING 


= 


= 100 E. OHIO ST., CHICAGO 
— SAN FRANCISCO 


LOS ANGELES 


As Walter Painter, advertising manager 
of Power Plant Engineering, phrases it 
in his letter on the opposite page: “...we 
have used INDUSTRIAL MARKE'T- 
ING continuously as the backbone of 
Power Plant Engineering's advertising 
promotional effort since June, 1916 

Now, as in 1916, these page messages in 
your publication pay their way in 
strengthened good will and advertising 
sales for Power Plant Engineering.” 


Add the fact that in a recent preference 
survey, conducted by a construction 
paper, INDUSTRIAL MARKE'T- 
ING was accorded nearly three times as 
many “first mentions” as the next publi- 
cation, and the conclusion is obvious! 

Tie your advertising to INDUSTRIAL 
MARKETING the — publication — in 
which industrial advertisers expect to 
find 


330 W. 42nd ST., NEW YORK 
ATLANTA 


STILL TESTING 


-=<5~ \ SPLITTING HEADACHE? 
SICK, UPSET STOMACH? 
GAS? HEARTBURN? 


TRY THIS NEW 


/Us- r 
alkalizer! = 


New fire tablet gives almost simul 
tancous S.point relief . . . chases 
distress in seconds! 


pon od ty u — On sale ot oll drug 


foe te tine 
thie new rice-albaliver, made ns = L pron pm a Co, St Lows, Mo 


-— MIILK-O-MAG "=" 


THE PLUS ALKALIZER 


Still in the testing stage is this “un- 
known" product of Lambert Pharmacal 
Company, which pops into an advertis- 
ing column every once in a while. This 
copy appeared in Cedar Rapids, la. 


19 Guide-books, 
Promotion Tools 
of American Oil 


Baltimore, July 10.—A series of 19 
combination maps and guide-books 
covering the seaboard states from 
Maine to Florida and including the 
District of Columbia have been pre- 
pared by the American Oil Com- 
pany to link company promotion 
with the “Travel America Year” 
proclaimed by Presidential procla- 
mation. 

The material, prepared in col- 
laboration with Rand McNally & 
Co., is being distributed = only 
through Amoco dealers and in the 


| state for which each is issued. Be- 


sides place names, route numbers 
and accurately measured mileage 
between points the maps also are 
supplemented with historical in- 
formation. 

Outdoor posters and = sidewalk 
posters for service stations are be- 
ing used to promote interesting fea- 
tures in each state with no product 
advertising other than a reproduc- 
tion of the Amoco trademark and 
the company name. During the 
summer months Edwin C. Hill is 
promoting the “Know Your State” 
idea over the radio, and is direct- 
ing motorists to Amoco dealers for 
the maps and guide-books. Other 
means of tying in with Travel 
America Year will be used as the 
season advances. 


Abrahamson Made V. P. 


Aleck Abrahamson has _ been 
elected vice-president of Tootsie 
Rolls, Hoboken N. J. 
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ADVERTISING AGE 


July 15, 1949 


RCA Outlines 
‘Biggest Drive’ 


to Wholesalers 


"$76,000,000 Dog" to 
Continue His Work, 
Convention Told 


Chicago, July 9.—Building its ad- 
vertising around the theme, “Choose 
the instrument great artists choose,” 
RCA Mfg. Company, launching 
what it describes “the largest 
campaign of its kind in RCA Victor 
history,” will follow three main 
highways to increased sales for the 
remainder of the year—newspapers, 
magazines and radio. Just how this 
objective will be sought was out- 
lined to several hundred wholesal- 
ers from the West and Middle West 
here yesterday and today. Like 
sessions for those from the East will 
be held next Saturday and Monday 
at Haddon Hall, Atlantic City. 

The magazine campaign will em- 
brace spreads in full color in Life; 
double and single pages in full color 
in Collier’s and The Saturday Eve- 
ning Post; and full pages in black 
and white in American Home, Es- 
quire, Good Housekeeping, House & 
Garden, The New Yorker and Time. 

As usual the short-haired fox ter- 
rier, familiarly known to the RCA 
Victor family as “Nipper,” continues 
to listen for “His Master’s Voice”’ 
in all or nearly all RCA Victor copy. 
This canine symbol has been made 
familiar to the nation by the ex- 
penditure of $76,000,000 over a pe- 
riod of 42 years, it was pointed out 
to the assembled wholesalers. 


as 


Home Recording Urged 


Newspapers, particularly Sunday 
sections, will be used to promote 
RCA Victor products. A home re- 
cording instrument, for instance, 
will be offered with the suggestions 
that it be used to record the family’s 
voices, add sound to home movies, 
preserve the baby’s first words, 
record favorite shows and make 
correspondence talk. 

The usual cooperative advertise- 
ments are being offered to dealers. 
Other promotion vehicles include a 


PHOTOS 2+!25¢ 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail. Glossy prints of your products tell your story 
more dramatically and effectively; help increase sales 
Just send us a photo and we will do the rest. 
Send for quotations on any other size 


Commercial Photo, 41 W. 45th, N. Y. C. 


Lily 
colors 


Pons window display in 12 
in which Miss Pons, shown 
seated beside her radio-phonograph, 
declares that “it faithfully and per- 
fectly reproduces my Victor 
ords.” A letter in which Miss Pons 
into greater detail in- 
cluded in the display. 

A new three-piece 
ground, 12 feet wide 
high, also is being offered. It 
a place for a turntable and 
equipped with two side units show- 
ing an illuminated, “flashing” block 
of copy, “RCA Victrola Radio- 
Phonograph—The Instrument Great 
Artists Choose.” 

Other promotional pieces 
offered include a_ counter’ book, 
mailing pieces, demonstration rec- 
ords, announcement broadside, two- 
color window streamer and a ques- 
tion and answer booklet. 

Appropriately enough RCA has a 
coast-to-coast radio program each 
morning and each evening, going to 
53 stations, demonstrating the music 
that is available through the RCA 
Victrola and Victor records. 


Officials Speak 


rec- 


goes is also 
back- 
feet 
has 


store 
and 7 


Is 


being 


Besides previewing the new RCA 
Victor instruments the wholesalers 
were treated to a series of humor- 
ous skits, presented on a revolving 
stage, revealing some of the high- 
lights in the life of an RCA Victrola 
buyer. They even were given a 
glimpse of what an RCA Victrola 
wholesaler’s life is like in heaven 
under certain conditions. 

Among the speakers were Henry 
C. Bonfig, commercial vice-presi- 
dent; Allan B. Mills, Victrola 
manager; Vance C. Woodcox, vice- 
president in charge of package 
goods sales; Thomas F. Joyce, vice- 
president and advertising director; 
David J. Finn, advertising manager; 
Frank B. Walker, vice-president in 
charge of record activities; L. W. 
Teegarden, manager of the tube and 
equipment division; George Ewald, 
manager of the commercial sound 
section; Fred D. Wilson, manager of 
field sales activities, and Edward W. 
Butler, manager of the radio, tele- 
vision and Victrola division. 


sales 


Name Nixon to Penn 


Farm Market Post 


Dr. E. L. Nixon, for the past 23 
years a member of the faculty of 
Pennsylvania State College, has re- 
signed to become agricultural coun- 


sel for the Pennsylvania Chain 
Store Council. 
Dr. Nixon’s chief responsibility 


will be to improve marketing prac- 
tices and the distribution of farm 
products. 


Names Eastern Rep 

Associated Farm Papers has been 
named to represent the Arizona 
Farmer in the East. 


Ray Dady 


and his 


“SIDELIGHTS 


Lo 


for more than 5 year 


oo 


Getting Personal 


Leonard M. 
find West 
leased an 


wartime blackouts, 
vice-president, should 
relief. He’s just 


After experiencing months of 
Masius, Lord & Thomas’ London 
55th street in New York a welcome 
apartment... 

Wedding Bells Department: Early fall the date 
marriage of Stanley Grafton Mortimer, Jr. (Pedlar & Ryan), to 
Barbara Cushing. The scene will be East Hampton, L. I. And in 
the Chicago office of Erwin, Wasey & Co., congratulations are being 
handed out to Jesse Spalding, 3rd, who'll soon walk to the altar with 
Elvira Fairchild. . . 

The largest swordfish catch of the Long Island season has been 
credited to Mrs. Arthur Cornell, wife of the St. Louis Globe-Demo- 
crat’s New York representative. Mrs. Cornell was trolling off Free- 


set for the 


is 


port when the 
encounter be- 
gan. It took 90 SUN SHINES ON THINKER 


minutes and 
some expert 
assistance be- 
fore the 565- 
pounder was 
landed. . 

Wick Cri- 
der, JWT pub- 
licist, has de- 
cided to make 
his vacation a 
honeymoon. 
His wife is a 
popular New 
York model... 
Nova Scotia 
fishing has 
lured Edward 
3. Fitzgerald, 
Erwin - Wasey 
radio director, 
for a couple of 
weeks... 


Interesting shot is this candid portrayal of Mortimer Lowell, 

vice-president of White-Lowell Company, New York, taken 

in his office by C. Monroe Smith of Collier Advertising 
Service, noted camera fan. 


Vacation- 
ing admen in New England have discovered that the Mrs. Cleaves 
who operates that fascinating littke antique shop in Gorham, Me., is 
the widow of the late Lincoln L. Cleaves, for many years an account 
executive at McC-E. .. 

To round out his numerous other interests, Ira Hirschmann, 
vice-president of Bloomingdale’s department store in New York, 
has accepted an appointment to the Board of Higher Education, at 
the behest of Mayor LaGuardia. . . 

Dorothea C. Brennan, educational director, Lithographers Na- 
tional Association is back in New York after a four-week coast-to- 
coast tour. Following the LNA convention at Del Monte, Cal., she 
visited a score of advertising clubs on her Eastward trek. . . 

Donald B. Harter, of the department store promotion staff of 
Lever Bros., Cambridge, and Polly Bingham of Penn Yan, N. Y., 
signed a non-cancellable contract at the home of the bride’s parents 
July 6G... 

Late dispatches from the June marriage front: Aubrey Kline, 
public relations manager, San Antonio Brewing Association, and 
chairman of ad club entertainment committee, and the former Ardyce 
Schleuning will make their home in San Antonio following a brief 


honeymoon. Milton R. Crossman, a.m. of Barber-Coleman Co., 
Rockford, Ill., was married June 29 in Fox Point, Wis., to Helen 
Harris. . . Bill Gay, day supervisor and chief announcer, KNX, Los 


Angeles, married Nancy McKenna, professional model, June 28. . . 

It won’t be until October that Shirley Lauter, assistant in public 
relations at KHJ-Mutual Don Lee Broadcasting System, will become 
Mrs. David E. Horton, wife of a Los Angeles sales executive. . . Mark 
Finley, director of public relations at the Mutual Don Lee Broadcast- 
ing System, Los Angeles, has returned from Fort MacArthur, San 
Pedro, where he served two weeks with regular army troops. Part 
of his assignment was, of all things, writing publicity for the army. 
He is a first lieutenant in the U. S. army reserves. . . 

July 7 was “Uncle Walter’s Dog House Day” at the New York 
World’s Fair in honor of the radi program in which Uncle Walter 
is Tom Wallace, executive vice-president of Russel M. Seeds Co., 
Chicago advertising agency. . . 

Melvin Arnold, publicity director for the Joseph R. Gerber Co., 
Portland, Ore., has returned to his office after a month's trip through 
the East in which he indulged his hobby, sociology, by spending a 
day in Cambridge, Mass., with Dr. Sarokin, chairman of the depart- 
ment of sociology at Harvard university. . . Frederic Gamble, of the 
American Association of Advertising Agencies, is touring the Pacific 
Coast with his wife and daughter... . 

Lowell Thomas and his famous softball team, the “Nine Old 
Men,” invaded Cimarron Ranch, near Peekskill, N. Y., early in July, 
and defeated the cowboys on the corral diamond. Thomas caught the 
entire game and contributed a hit, while F. Chase Taylor (Col. Lem- 
uel Stoopnagle) pitched seven innings. James Melton, the tenor, was 
an agile first baseman. Wood Cowan and Paul Webb, cartoonists, 
caught nine flies in the outfield. .. 

Joseph M. Roebling, v.p., John A. Roebling’s Sons Co., is v.p. of 
the group which has applied for the first permit to operate a race 
track in New Jersey since legislation of horse racing was voted. The 
old Elkwood track at Oceanport will be used. . . 

Despite France’s demise, its embassy here was not too busy with 
the war mess to make Clay Morgan, assistant to the president, NBC, 
i Chevalier of the French Legion of Honor. He was given the award 
in recognition of his 17 years service with the French Line 

When the Class of '90 of the University of Rochester gathered for 
its 50th anniversary reunion at Commencement there were two adver- 
tising men among the nine survivors from a class of 29. They were 
E. Sterling Dean, who has an agency in Toronto, and Herbert W. 
Bramley, v.p. of Subley, Lindsay & Curr Company, and long its ad- 
vertising manager a 

Capt. Myron Fox, sales director of KDYL, Salt Lake City, con- 
nected with a brief vacation before assuming active duties with the 
413th infantry reserve summer maneuvers. He went to Los Angeles 
with S. 8S. Fox, KDYL general manage 

Chester H. Lang, General Electric exec., was awarded an honorary 
life certificate in the AFA by the board of directors 

Add June Notes: Paul G. Parkinson, a.m. of the Hardware Mutual 
Casualty Company, Stevens Point, Wis.., married June 29 to 
Elizabeth C. Abel... 


Was 


FCC Monitoring 
of Communications 
Greatly Extended 


Washington, D. C., July 10 
Closer supervision of communica- 
tions as a part of the national ‘ 
fense program will be the result o; 
an expansion program of the Fed- 
eral Communications Commiss 
This program contemplates 24-h 
surveillance of all communicat 
channels and includes all types 
transmission. 

Several hundred inspectors ad 
experts will be employed to op: 
ate 10 primary long range dire-- 
tion-finder stations. These ad 
tional facilities will supplement ¢ 
present radio monitoring set-up 

In addition to monitoring duti:s. 
the field division will watch rad) )- 


telephone and telegraph circu ts 
for superfluous signals and _ tran.- 
late foreign broadcast materi 


The citizenship of the several hu)- 
dred thousand 


operators now e))- 
ployed in the communications in- 
dustry will be investigated. This 
group includes licensed radio on- 


erators, cable and wire employes 
and those engaged in radio broa:|- 
casting. 

Another task of an emergency 
nature will be the guarding against 
the possible misuse of electrical 
apparatus, such as is now employed 
in the offices of many physician s 
Prevention of use of transmitters 
which have been manufactured, 
but not sold or licensed, also is part 
of the program. These duties wil! 
be in addition to the regular work 
of the field division which for tl 
fiscal year just ended, investigated 
over 1,000 complaints of unlicensed 
operation. 


Toledo Agency Moves 

The recently formed Hamlin, 
Coen & Glasener Advertising 
Agency has occupied offices in the 


Home Bank Bldg., Toledo. Robert 
Coen and Paul Hamlin are former 
Chicago advertising men. Leslie 


Gleasener was with Earl Schwartz- 
kopf Studios, Toledo, for 12 years 


To Burke, Kuipers 

Burke, Kuipers & Mahoney, New 
York, has been appointed national 
representative for the Sun, Hanover, 
Pa. 


Evans with Miller 


Robert J. Evans has joined C. L 
Miller Company, New York, as art 
director. He was formerly with 
Evans & Stults. 


ENGRAVING COMPANY 


@ STERLING QUALITY Photo- 
engraving in Color Process, Black 
and White, Ben Day and Line 


@ WET PROOFING on Four C'y- 
bourn Automatic 4-Color Proofing 
Presses 


@ DAY AND NIGHT SERVICE 


© 304 EAST 45th STREET 
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R. W. Beckwith, 
Newspaper Rep 
Since ‘90, Dead 


Chicago, July 9.—Funeral serv- 
ices were held here Saturday for 
yne the first newspaper represen- 


tatives in the United States—Robert 
William Beckwith, brother of the | 
founder and for many years vice- 
president and Western manager of 


the Beckwith Special Agency—who 
jied here July 4 at the age of 85. 
Mr. Beckwith had lived quietly in 


Chicago with his wife, who survives 
him, since the dissolution of the 
Beckwith agency five years ago, 


and had not been really active in 
the business for six or seven years 
previous to that, although he had 
been notable for his regular attend- 


ince at the company’s office. 
tual operation of the office during 
this period was in the hands of his 
son, Sam, who died four years ago. 

The late S. C. Beckwith and J. 
Frank Richardson were said to have 
been the first national newspaper 
representatives in the United States. 
While the exact birth dates of their 
respective businesses have been lost 
in the mists of time, it is generally 
greed that 1888 was the year and 
New York the locale. Not more 
than a week separated the begin- 
nings of the two businesses. 


Killed in Wreck 


As one of the pioneers in the field, 
the Beckwith Special Agency se- 
ured representation of some of the 
yuntry’s leading newspapers and 
flourished mightily. S. C. Beckwith, 
the founder, was a man of great 
ision, and he fought valiantly to 
liminate the “horse trading” which 
yas in those years an essential fea- 
ture of the purchase of newspaper 


pace. Mr. Beckwith perished in a 
yvreck of the Twentieth Century 
Limited in the outskirts of Cleve- 


ind in 1905. It was the then infant 
utomobile which indirectly caused 
s sudden death, for he had can- 
eled an earlier reservation § to 
nger in Cleveland and experiment 
with an imported Fiat. 

Robert Beckwith’s early experi- 
nce was with the Baltimore News, 
where he met and survived all of 
the tests attendant on the then pop- 
ular pastime of “chasing smoke- 
tacks.” Two years after the busi- 
ess was founded, Robert came to 
Western manager, tak- 
ng offices in the Rookery bldg. 

He sold space to scores of promi- 
nent companies in the Middle West, 
neluding many who have _ since 
assed out of existence, and he was 
pecially fond of recalling that one 
f his good customers in the early 
lays was R. W. Sears, who was then 
perating the forerunner of Sears, 
Roebuck & Co. in Minneapolis, and 
ising a considerable amount of mail 
rder newspaper copy 
Mr. Beckwith is survived by his 


Chicago as 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 


be to their advantage. 
| * 


LLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 
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an illness of several months. 


widow and one son, Earl, who was 
connected with the Beckwith Spe- 
cial Agency at one time, but has 
been out of the advertising field for 
many years. 
MICHAEL McCABE 

Haverstraw, N. Y., July 9. 
Michael McCabe, publisher of the 
Rockland County Times, a weekly, 
for the past 48 years, died here yes- 
terday at the age of 76, following 
Active 
in Hudson Valley civic affairs, Mr. 
McCabe helped organize the Na- 
tional Bank of Haverstraw when 
that institution was faced with diffi- 
culties in 1933. He served as presi- 
dent of the bank until poor health 
forced his retirement last Septem- 
ber. 


WALLACE C. DOREMUS 

Dobbs Ferry, N. Y., July 9.—-Wal- 
lace Cannon Doremus, for the past 
25 years a member of the promo- 
tion department of National Lead 
Company, New York, died of a 
heart attack at his home here yes- 
terday. He was 64 years old. Mr. 
Doremus was employed by the Car- 
ter Lead Company, Chicago, before 
its merger with National Lead 


MELVIN ALLEN 

Milwaukee, Wis., July 9.—Melvin 
Allen, 39, Milwaukee commercial 
artist, drowned in Lake Michigan 
July 6 when he slipped from his 
yawl, the Patsy II, as he sought to 
hoist a sail. The drowning climaxed 
a three-day excursion Ailen and 
three friends were making to Michi- 
gan and back. It occurred 42 miles 
out of Grand Haven, Mich., 
were returning home. 


as they 


R. GORDON MOFFATT 

Buffalo, N. Y., July 9.—R. Gordon 
Moffatt, editor of trade papers and 
magazines and _ former’ Buffalo 
newspaperman, died in his home in 
Toronto, Ont., July 5 after a long 
illness. He served for a period as 
secretary to Dr. Allan Roy Dafoe at 
Callender, Ont., and wrote the 
famed physician’s radio broadcasts 
outlining the activities of the 
Dionne quintuplets. 


THOMAS E. BOOTH 

Philadelphia, July 11.—-Thomas 
E. Booth, one of the founders of the 
Art Directors Club of New York, 
who had been retired for several 
years, died here Monday. He had 
been associated with topnotch agen- 
cies in New York and Philadelphia, 
including the George Batten Com- 
pany, Eugene McGuckin, Donovan- 
Armstrong, and F. Wallis Arm- 
strong Company. 


Newspaper Promotion 


Group Names Committees 


Committee chairmen for 1940-41 
of the National Newspaper Promo- 
tion Association have been ap- 
pointed by Bradford Wyckoff, Troy 
Record, president, as follows: 

Elsa Lang, New York Herald Tri- 
bune, association relations; W. Mur- 


ray Metten, Wilmington News- 
Journal, bibliography; Irvin S. 
Taubkin, New York Times, Bulle- 
tin; Jacques A. Caldwell, Times- 


Herald, Port Huron, Mich., constitu- 


tion and by-laws; Ivan Veit, New 
York Times, convention: Fred Jab- 
lons, Newark Ledger, Editor and 


Publisher awards; Lee Tracy, New 
York World-Telegram, employment 

Also Kenneth Mason, New York 
Sun, membership; David Freud, 
The Chief, New York, news; John 
Marston, Des Moines Register & 
Tribune, nominating; John C. Staf- 
ford, Star, Rockford, Ill., promo- 
tion service; Kenneth Seibert, 
Providence Journal-Bulletin,  re- 
search; Raoul Blumberg, Washing- 
ton Post, statistical: and W. J 
Byrnes, Chicago Tribune, business 
paper. 


P. K. Leberman 
Heads “Family Circle” 


P. K. Leberman, 
and manager, has 
president of The 
Inc. William M 
has been named 
board 


vice-president 
been elected 
Family Circle, 
Clark, president, 
chairman of the 


_ A. CAIRNS 
COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


Hearing Discusses 
Old Kraft Case 


New York, July 12.—A six-year- 
old episode involving the death of 
two New York children, allegedly 
as the result of having eaten sand- 
wiches made with Miracle Whip 
salad dressing, was brought back 
into the limelight here this week 
when Kraft Cheese Company ex- 
plained the circumstances | sur- 
rounding the occurrence during the 
course of a special FTC hearing in 
the Good Housekeeping case. The 
magazine had approved the Kraft 
product. 

John T. Chadwell of counsel for 
Kraft explained that a compromise 
settlement of $4,000 was agreed to 


following suit against the company, | 


because that sum was less than 
what it would have cost Kraft to 
fight the suit through to a success- 
ful conclusion 

This decision was reached, he de- 
clared, despite the policy of the 
Kraft company to fight cases of this 
kind and to refuse settlement. In 
this instance, he pointed out, it was 
felt that while the case would prob- 
ably not reach a jury, if it did, 
sympathy for the two children 
would overshadow all other factors. 


He also testified that a bacteriolo- 
gist’s report showed that dysentery 
bacilli could not live in Miracle 
Whip because of the acidity result- 
ing from the use of vinegar as part 
of the recipe. Two Kraft labora- 
tory employes also testified as to 
the product's acidity 


Other Experts Testify 


Two other expert witnesses also 
testified and cast some doubt on the 
validity of the charge that Miracle 
Whip was responsible for the chil- 
dren's deaths 
director of pediatrics at the Brook- 
lvn hospital where the children 
were taken, said that the 
month-old infant sister of the dead 
children, who did not eat Miracle 
Whip, suffered from the same 
symptoms of gastro-enteritis as the 
deceased. Dr. Morris Goldberg of 
the city’s food and drug bureau 
| said that during his investigation of 
the case he had made a notation to 
| the effect that the children’s mother 
recalled that the children had eaten 
ice cream on the day they be- 
came ill. 

Other testimony produced at the 
hearing brought out the fact that 
| the average time Miracle Whip re- 
mained in a local warehouse was 
about a week, with the minimum 
/20 hours. The acid content of the 
product would kill contagious 


three- | 


bacilli in a shorter time, witnesses 
said. 

During examination of a Kraft 
employe, James L. Fort, FTC coun- 
sel, sought to stress the alleged 
prevalence of flies in the Kraft New 
Jersey plant, but the witness said 
he was unaware of the existence of 
many flies and pointed out that acid 
fumes discouraged the presence of 
flies, which do not eat Miracle Whip 
because of the vinegar content. 


Seeds Adds Two 

Russel M. Seeds Company, Chi- 
cago, has been appointed to handle 
Canadian advertising of Groves 
Bromo-Quinine for Groves Labora- 
tories, Inc., St. Louis, and 4-Way 
Vaporizing Rub for the Beaumont 
Company, St. Louis. John Kettle- 
| well will handle both accounts. 


Printing Clinic Book Out 

Talks given at the third printing 
land advertising clinic, sponsored by 
ithe General Printing Ink Corpora- 
tion, New York, have been issued in 
booklet form under the title “Giving 
Voice to the Press.” 


Manookian to WORL 


Stephen J. Manookian has been 
appointed director of publicity for 
radio station WORL, Boston. He 
succeeds Marjorie Spriggs, who has 
joined the publicity staff of WBZ, 
Boston. 


Dr. Harold M. Barnes, | 


UP 73% 


A 73% increase in HOSPITAL MANAGEMENT 
advertising volume in the first 6 months of 1940, 
over the same period in 1959! 


Why? Because HOSPITAL MANAGEMENT is 


doing a bang-up editorial job, is widely read and 


offers the most responsive audience of respon- 


sible buyers in Hospitaltown. 


Yes, Hospitaltown is a really BIG consumer 


market—bigger than Cleveland, Detroit or Boston. 


Easy to sell, too, because it’s compact, easily con- 


tacted and economical to advertise to—through 


HOSPITAL MANAGEMENT. 


Decide now to tell your sales story to Hospital- 
town—in the fastest growing hospital publication 


in America. We'll be glad to send complete details. 


Hospital Management 


The Only ABC-ABP Hospital Publication 


100 E. Ohio 
CHICAGO 


St. 


330 W. 42nd St. 
NEW YORK 


Walton Bldg. 
ATLANTA 
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July Monthlies Fawcett to Issue 


Oren Arbogust 


Eleanor Fullerton 


Wilson Arbogust 


j 
are revealed th week 


‘Index of Reta | A 


Market 


Based on tota 


to page 28. 


THE NATIONAL NEWS 


100 E. Ohio St. 
Chicago 


SAN FRANCISCO”) e 


Bright Spots 
in Marketing 


ADVERTISING AGE exclusive copyr ahted feature 


retail advertising volume in al 

newspapers in 80 key cities, the Index of Retai 
Activity tells you-—city by city of aains or losse: 
n retai! advertising inaae for the mmediately 
preceding week mpared with the same week in 
939, as well as gains or es tor the year to date 
mparea with the yme period in 1939 and 1938 

e 
Here, then, is a keenly sensitive gauge of reta 
activity throughout the country a weekly feature 
will not want to mis 
For the bright spot marketing Tn week furn 


Advertising Age 


LOS ANGELES) e 


and every week n the 


ctivity in 80 Important 


PAPER OF ADVERTISING 


330 W. 42nd St. 
New York 


ATLANTA 


ing for the present. 


Picture Magazine 


Off, June Weeklies " 


. s A new monthly picture magazine,, Motta to Forjoe 
Up in Linage called Spot, will be issued within Charles Motta. formerly radio di- 
the next few weeks by Fawcett rector of Reiss Advertising Agency 
New York, July 11.—Linage in Publications. New York Editorial . A, CIES AOVECMSINE eet 
, . UDIICE » 4 - = 4! has joined Forjoe & Co., New Yor! 
July monthly magazines measured ( 


content will be devoted primarily to 


’ radio station representative, as su- 
pictorial coverage of entertainment 


by Publishers’ Information Bureau, pervisor of its Italian-American ad- 


plus a number supplying their fig- and amusement activities vertising department, producing 
ures direct to ADVERTISING AGE, Was First issue will contain 32 pages. and directing programs exclusivel) 
off 2.1 per cent from the total for The magazine, which will sell for for the Italo-American market 


July of last year, but individual! 
groups of papers varied widely from 
this figure 

General magazines, with a group 
total of 423,623 this month com- 
pared with 463,311 lines last month, 
were down 8.6 per cent. 
magazines, carrying 429,009 lines 
compared with 412,039 lines last 
year, were up 4 per cent, and stand- 
ard papers, with a 1940 total of 13,- 
487 lines compared with a 1939 total 
of 12,877, were up 4.7 per cent. 

Outdoor magazines carried 69,859 
lines during July, an increase of 3.4 
per cent over the 67,586 lines car- 
ried last year, and the one mail 
order paper shown reported an in- 
crease of 4.9 per cent 

The story among June weeklies 
and semi-monthlies was consider- 
ably different. With a total for the 
group during June of 1,074,025 lines, 
this group showed an increase of 
26.1 per cent over June of last year 


— can this man 
help your business? 


We believe he can, if your organization can use the services of a keen. 
aggressive, sales and advertising-minded executive. 


Women’s 


This man’s record is an outstanding one. He has been successful as « 


salesman, as a sales manager, as an advertising manager, and as «a 
general manager. 


His training and experience embraces every phase of merchandising 
advertising and selling. 


He developed one company from a small beginning to the largest and 
most successful company of its kind in the world. During the wors! 
part of the depression, he succeeded in giving another company the 
largest sales and earnings in its history. 


His record with other companies is equally outstanding. He knows 


; =a Get markets, and how to develop them. He knows salesmen, and how to 

when the group total was 851,285 . 
line make them produce. He can create campaigns, and possesses | 
ines ability to carry them through to a successful conclusion. 

° This man is in his early forties, in good health, and possessed o! © 
Rich to Cory Snow driving force that gets results. He is old enough to bring any orga” 

Rich Mfg. Company, Boston, ization a wealth of sound experience, and young enough to adapt him 
photographic accessories, has ap- self to its policies. 
pointed Cory Snow, Inc., Boston 


agency, to handle its advertising 
Newspapers, general magazines and 
direct mail are being used 


We are confident that this man will contribute very materially to the 
success of any organization requiring a profit-minded executive po* 
sessing that rather rare combination of experience in selling, adver''s 
ing, and general management. 


Joins Norman Waters 


He isn't high priced, as he is primarily interested in making a conn 
Anthony d’Esposito, formerly with 


tion which offers him a real opportunity. 


Hurley-Singleton, New York, has ; 

been appointed managing art di- If your business can be helped by an executive of this caliber. we 
rector of Norman D. Waters & Asso- suggest that you communicate with us. We'll be glad to arrange ‘0! 
ciates. New York an interview in strict confidence. 


Franklin Opens Branch 


Franklin Advertising 


BOX 3059 


Service, 


Boston, has opened a_ branch at ADVERTISING AGE, 100 E. Ohio St., CHICAGO 
Providence, R. I., in charge of Mau- 
rice L. Freedman 
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Rating Agencies 
~ [Follow Formula in 
~ | Business Contacts 


rT Continued from Page 1) 


nterested 


46 correspond with the technical staff 
- of manufacturers but recommenda- 
tions cannot be discussed 

those, such as advertising agencies, | 
vho are primarily interested in the 
sale of products or services. 
Refuse to Inspect Plants 
: In discussing Consumers Union's 
: relationships with 
Arthur Kallet, director, 
that it has been C-U’s policy not 
to accept invitations to inspect plant 
acilities “because of the 
144 bility of gaining any 
nformation from such an examina- 
without a long and reasonably 
‘ tive study of 
equ ent, inspection, etc.” 
nost cases only a specialist 
he particular field 
ild be able to gain much 
such an examination,” 
Fout. “Could it be done adequately 
a vould unquestionably be of great 
pass alue in an appraisal of the mer- 
handise produced.” 
He remarked, however, 
procedure “will have 
the future when the 
! Pjand personnel for such 


iil ible, 


nterviews to 


tacts ust be by 
C-R will, subject to the restrictions 
64 mentioned and wherever necessary, 


tthe s who have a financial stake” 
, products correspond 
repre entations 
actual,” preferably accompanied by 
ened reports from “impartial test- 
ng laboratories of recognized com- 
that will stand examination 
by experts”: in no case will C-R 
' commercially 


must 


persons—all 


and when the 
Mcooperation from manufacturers can 
e secured.” 


correspondence; 


manufacturers 


ertls- 

MAILING SERVICE 
ie de Multigraphing — Filling-in 
gency \ddressing - Mimeographing 


ie THE LETTER SHOP, Inc. 


i) se. Dearborn St. 


CHICAGO 


Mr. Kallet said that C-U has, to 
an increasing extent, been inviting 
cooperation from manufacturers 
with respect to correspondence on 
methods of test. Careful consider- 
ation is given to suggestions re- 
ceived from this source in setting 
up C-U projects, he said, acknowl- 
edging the value of such assistance. 

At present C-U does not invite 
manufacturers to inspect its facili- 
ties, Mr. Kallet explained, “partly 
because practically all our work 
requiring special facilities is done in 
outside laboratories which have the 
necessary special equipment, and 
partly because we find that this 
method of exchanging information 
consumes far more time than our 
technical staff can spare.” 

In the future C-U may be able 
to do more along this line, he 
added. 


Whirl Lariat to 


Lasso Results for 
Texas Belt Drive 


Yoakum, Texas, July 10.—That 
broncho-busting, ride ‘em cowboy 
spirit of the range which has per- 
meated so much advertising copy 
of times past is being utilized by 
the Texas Tanning & Mfg. Company 
here for a late summer and early 
fall campaign promoting a line of 
belts personalized with such names 
as David Crockett and Sam Hous- 
ton. 

The belts are modified forms of 
the types worn by rangers and 
Texas peace officers. Saddle leather 


is used in their construction with 
outer billet straps. They are hand 
tooled and hand stamped. Prices 
range from $1 to $10. 

Copy is scheduled for Apparel 


Arts, Country Life, Esquire, Field & 
Stream, Hunting & Fishing, Na- 
tional Sportsman, Outdoor Life and 
Town and Country. The Dallas of- 
fice of Tracy-Locke-Dawson, Inc., is 
the agency handling the account. 


Cape Cod Shirt Appoints 
The Cape Cod Shirt Company, 
Fall River, Mass., has appointed 
Federated Sales Service Company, 
Boston, as marketing counsel. 


Willis to WJNO 

Stephen P. Willis, 
WPRO, Providence, R. I., since 
Nov., 1936, will become manager of 
WJNO, Palm Beach, Fla., Aug. 1 


manager of 


een, 


WORCESTER 
Stays in Balance 


400 separate industries — 1000 plants 
strong — keep payrolls and retail sales 


in balance. Taking 1928 as 
100%, the present payroll 
index is 99%. 

5000 Watts Daytime 
1000 Watts At Night 


WTA 


BC BASIC RED AND YANKEE NETWORKS 


RD PETRY & CO., INC.—NATIONAL REPRESENTATIVE 
D AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


Advertising Must 
Attack Defamers, 
Coast Admen Told 


(Continued from Page 1) 


the Federal Trade Commission or 
any other governmental body or 
group were wrong in their prem- 
ises. 

“Let advertising attack by adver- 
tising the fact that Paul G. Agnew, 
secretary of the American Stan- 
dards Association, that the 
establishment of standards for all 
consumer goods would not render 
advertising useless, but on the con- 
trary, that the skilful use of data 
obtained thereby would be a valu- 
able addition to the merchandising 
bag of tricks. 

“Let advertising attack by adver- 
tising that this program of stan- 
dards for consumer goods is no 
brain child of the consumer move- 
ment, but that manufacturers and 
advertising men gave birth to the 
idea in the competitive battle for 
business 

“There is another aspect of the 
situation worthy of remark—one 
that is vulnerable enough to war- 
rant inclusion in the call to adver- 
tising to attack in its own defense, 
and in defense of the consumer who 
has benefited, and now benefits 
from advertising That aspect is 
the one in which government first, 
and politics secondly, have figured. 
Let advertising attack and show 
that the records of the courts, the 
files of the Federal Trade Commis- 
sion, the true findings of the con- 
sumer movement groups, and the 
campaign cries of politicians about 
advertising, all lumped together 
with the fruits of the so-called con- 
sumer movement, have not done as 
much to lighten the load on the 
consumer's pocketbook as advertis- 
ing of itself has. The balance is 
largely in favor of the arts of ad- 
vertising in raising the standards of 
living and lowering the cost of 
commodities in ours—the American 
way of living.” 


says 


Advertising Bears Brunt 


“defense” is no 
longer effective, Mr. May declared 
that “direct action is about to 
replace the vague hope that right 
will prevail. In advertising, no less 
than in war, victory will be speeded 
if we keep our powder dry—and 
use it.” 

“For ten years or more,” he 
asserted, “the so-called consumer 
movement protagonists have had a 
Roman holiday with advertising, 
and the defense tactics of advertis- 
ing have provided the pyrotechnics 
for it. It is apparent now that the 
consumer movement has lived and 
found its being in the defensive 
program of advertising. 

“What has happened is that the 
so-called consumer movement has 
played its publicity forces heavily 
upon advertising The true con- 
sumer movement is as much con- 
cerned with manufacturing, with 
farming, with wholesaling and re- 
tailing as it is with advertising 
The true consume! movement 
should be as much concerned with 
unadvertised products and with the 
unadvertised products’ prices as 
with those entering trade with the 
benefit of advertising’s 
guidance.” 

“If advertising will fight for 
itself as hard as it sometimes fights 
for its clients in the competitive 
battle, it can have its defamers on 
the defensive in no time at all,” 
he added 


NEW BUSINESS OUTLOOK 
ESSENTIAL, PACA TOLD 
Vancouver, B. C., July 11 If the 
United States and Canada hope to 
maintain any semblance of 
vidual initiative and 
institutions, business and advertis- 
ing must set their houses in orde1 
to meet the demands of a public 
no longer satisfied with an unsocial 


Warning that 


benign 


indi- 
democratic 


or a passively social business policy, 
Prof. J. Friend Day of Vancouver 


told the Pacific Advertising Clubs 
Association here Monday. 

The public willingness to accept 
greater and greater government 
restraint on business flows from the 
misuse of business freedom, and 
this trend can only be stemmed to 
some extent by a higher ethical 
concept in business, greater truth in 
advertising, attempts to develop ad- 
vertising on a higher professional 
status, and “sound psychological 
approach to the buying public, 
maintained by a professional dig- 
nity and honor,” he maintained. 


Campbell Begins Drive 

Campbell Soup Company, Cam- 
den, N. J., has launched a campaign 
using newspapers and spot radio 
announcements in New York for its 
jellied consomme and consomme 
Madrilene. Dailies and Sunday roto- 
gravure sections are on the schedule 
and the spot announcements are 
being made three times a day, six 
days a week. Point-of-sale material 
has been supplied to retailers. Ward 
Wheelock Company, Philadelphia, is 
the agency 


ANPA Bulletin Describes 


Illinois Central Drive 


The story of the Illinois Central's 
institutional advertising campaign, 
the longest continuous series in the 
transportation field, is told in the 
“Advertising Facts” bulletin issued 
by the Bureau of Advertising, 
American Newspaper’ Publishers 
Association. 

Begun in September, 1920, when 
American railroads resumed opera- 
tions on their own after government 
control during the World War, the 
campaign is concentrated in some 
500 newspapers covering the com- 
munities which the railroad serves 


Newkirk to Teach 

Van C. Newkirk, program directo1 
of the KHJ-Mutual Don Lee net- 
work, will teach radio production in 
the night school at the University 
of Southern California beginning 
next fall. 


Freeman Shoe Appoints 

Freeman Shoe Corporation, Be- 
loit, has appointed Ruthrauff & 
Ryan, Inc., Chicago, to direct its ad- 
vertising. 
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50,000 WATTS 


The greatest selling POWER in the South's greatest city 


CBS AFFILIATE... NATIONAL REPRESENTATIVE .. . THE KATZ AGENCY, INC 
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1949 | July 


Defense Official 
Seeks to Set Up 
Basic Standards 


(Continued from Page 1) 


their support to her program and 
soliciting suggestions and com- 
ments, Dean Elliott said: 


“In carrying out the responsibil- 
ity which the President has called 
on me to assume as the adviser on 
consumer protection, I must count 
on the cooperation of all groups of 
consumers and retailers and de- 
pend on their experience for guid- 
ance as to ways by which the stand- 
ards of living of the American 
people may be upheld during this 
emergency. 


Must Know Quality 


“The President has directed me 
to watch for increases in prices 
which may raise living costs and 
threaten living standards. You 
know better than I that we cannot 
know what is happening to prices 
without knowing the quality of the 
articles to which the prices apply. 

“The cooperation between con- 
sumers and retailers which your 
organization represents, and the ef- 
forts of your organization to pro- 
mote improved methods of labeling 
and the use and development of 
standards for consumer goods, take 
on added importance in this time of 
national emergency. I am confident 
that your efforts in these directions 
will increase to meet the increasing 
need.” 


Elliott Names 
Group to Aid in 
Watch on Prices 


Washington, D. C., July 10.—Con- 
sumer problems will receive in- 
creasing attention under the na- 
tional defense program with a view 
to keeping prices at a fair level to 
the buying public, it was learned 
last week as consultants were 
named to assist Harriet Elliott, con- 
sumer member of the National 
Defense Advisory Commission. 

As has been indicated, Miss) 
Elliott will work with regular agen- 
cies of the government whose data 


will be of assistance in following 
price trends and other consumer 
items. 


we C4 Back Issues 


@ Complete coverage 
of current and back 
issues of trade papers 


and general magazines "Using 


for editorial and adver- Trade Paper | 
Clippings in | 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


July 15, 
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glass Corporation, national director. hte aad ta o'58) 63 9'984-796 10.435 652 29 4h 819572 302.03 izing 
—— rt. phates _ = an ene 417 2 791 OF 2) 942 1687 : nf 502.445 { buy 
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1 Akron Times-Press discontinued Aug. 28, 1938 § Spokane Press discontinued March 18 1939 ‘ 
® Linage of Daily American now combined with ® St. Paul Daily News discontinued April 30, 1 
Record 10 San Diego Sun suspended publication Nov. 2! oo” d 
Buffalo Times discontinued Aug. 1, 1939 11 Atlanta Georgian and Sunday American ceased | . 
{ Chicago Herald & Exam, discontinued Aug. 28, 1939 lication Dec. 17, 1939 
Milwaukee News discontinued Jan. 14, 1939 12 Linage of Syracuse Journal, now combine { 
6 Oklahoma News discontinued Feb. 24, 1939 Herald 
7 News-Times discontinued Dec. 28, 1938 13 Minneapolis Star and Journal merged Aug 


Amovis to Lewin 


Chilton Company Moves 


| Miller Joins Doremus 


A. W. Lewin Co., Inc., Newark, Chilton Company, Inc., publisher George Laflin Miller has resigned % 
N. J., has been appointed by the of business papers, books and serv-| from Wildrick & Miller, New York | 


American Oil & Supply Company, of 
Newark, marketer of Amovis, to di- 
rect its advertising account. 


ices, has moved its New York of- 
fices from 239 W. 39th street to 100 
E. 42nd street. 


to become director of genera! - 
counts in the New York offi 
Doremus & Co. 
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ADVERTISING AGE 


ee oo + xo ag 


Cdveutisivg 
Market 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): % 


$4.75 per inch. 


Wanted,” 
30 cents a line, 


“Representatives 
minimum 


Wanted,” 
charge $1. 


and 
Terms 


n., $2.75; 1 to 3 in., 


POSITIONS WANTED 
Just eraduated from university! 
Raring to get started.” Specialty 
opy writing, or allied fields in agency, 


jepartment store, radio, etc. Have 
sel 2x experience, 

Box 3069, ADVERTISING AGE, Chgo. 
aD’ HRTISING ASSISTANT, 26, cur- 
ontiy employed, 3% years with na- 
tional concern. Have extensive expe- 
rience in dealer catalog copy, layout, 


‘ roduction Also newspaper and 
sales exp B.S. in Ady. and Pub., 
vers vy of Illinois. 


Box *071, ADVERTISING AGE, Chgo. 
HELP WANTED 

WANTED SALESMEN! | 

World's largest producer of tran- 


scribed programs seeks 
salesmen to manage 
established in New York, 


experienced 


Chicago and 


four other points. Some traveling 
necessary. Salary and commission. 
State age and experience. 


Box 3072, ADVERTISING AGE, 


Chgo. 


REPRESENTATIVES AVAILABLE | 
PUBLISHER'S REPRESENTATIVE— 


xperienced advertising space sales- 
in, wide acquaintance, N.Y.C. Office, 
vant Eastern representation of 


eading publication, commission basis. 
Box 3054, ADVERTISING AGE, N. Y. 


Uni- | 


new offices to be | 


REPRESENTATIVES WANTED 


40-year-old Dry Goods Trade publi- 
cation wants representatives in Los 
Angeles, St Louis, Atlanta, Kansas 
City and New York Give experience, 
references and present connection 
Address 


Box 368, 


ADVERTISING AGE, Chgo 


PHOTOGRAPHY 
1,000,000 stock pictures, all subjects. 
Over 1,200 correspondents execute 
photo assignments anyw here in U 
promptly, at low cost! 
Free-lance Photographers oan 
219 Kast 44th Street, N.Y 
MUrray Hill 2-3810 


Li 


MISCELLANEOUS 


President Medallions, 170,000 alumi- 
num, half dollar size. Twelve Presi- 
dents. Magnificent portraits. Suit- 
able for advertising premium pur- 
poses Special price to clear 

Box 3070, ADVERTISING AGE, N. Y. 
NOW! Real 


Advertising Economy. 

Promotional Literature Reproduced 

Inexpensively by Laurel's Improved 
: No Cuts—Typesetting! 

200 (8%x11") copies $2.63; 

Additional 100's 22c 

Request Free Descriptive Manual. In 

Metropolitan N. Y. ask for Represen- 

tative WaAlker 5-0526. 

Color Work Specialists. 

| Laurel Process, 480 Canal St., N. Y¥. ¢ 


proc ess, 


Youthful Models 


Show Fashions 


_to Store Buyers 


New York, July 9.—An audience 
of 700 retail buyers and store ex- 
ecutives attended the fashion show 
of fall and winter infants’ and chil- 
dren’s wear 


the Hotel New 
Models, 


Yorker today. 
ranging in age from one 
200 outfits 
down the runway during the show. 
Mrs. Betty Green, fashion editor, 
who was introduced by George J. 
Hecht, publisher, presided. 


Parade of Advertisers 


As an opening number, Mrs. 
Green presented a parade of “Par- 
ents’ Magazine Advertisers,” with 


16 girls carrying sandwich placards 
featuring the names of the various 
idvertisers. 
by children dressed in clothes util- 
izing the advertised products. 
buyers were advised that “these 
names will help you sell clothes be- 
ause they are advertised in 
Parents’; mothers will ask for 
clothes using these products.” 

A major theme of the show was 
ithe influence of boys’ college fash- | 
pons upon girls’ fashions. Two young | 
men of college age, outfitted by the 
fashion department of Esquire in 
{ ithes from 


Lord & Taylor, were 
Entroduced to illustrate the simi- 
arity between boys’ and_ girls’ 


JESS H. STRIBLING 


or Cincoge 


TERTEAT a5 


sponsored by Parents’ | 
in the grand ballroom of | 


Each girl was followed | 


The | 


Approve Standards for 


Broadcasting 


The final step to permit launching 
the new frequency modulation sys- 
tem of radio broadcasting on a 
commercial basis has been taken by 
the Federal Communications Com- 
mission in approving “Standards of 
|Good Engineering Practice Con- 
cerning High Frequency Broadcast 
Stations” and a new application 
blank to accommodate FM _ broad- 
|casters on their new basis. 

The new standards, which remove 
FM from its heretofore limited ex- 
perimental use, govern the technical 


phases of the prospective commer-| j 
cial service, and embrace operation, | 


interference, equipment, etc., 
provide a chart for computing the 
signal range on the frequencies 
43,000 to 50,000 kilocycles now as- 
signed to FM. 


and 


Eaton Paper Outlines 
Christmas Drive 


Eaton 


Paper Corpgration § will 
hammer 


at the Christmas market 
this year with such themes as “Do 
Your Christmas Shopping Early,” 
“Be an Angel, Give Eaton’s” and 
“Merry Christmas Gifts of Eaton’s 
Letter Paper.” 

Copy will appear in The American 
Weekly, Christian Science Monitor, 
Harper's Bazaar, House & Garden, 
Ladies’ Home Journal, Mademoi- 
selle, The New Yorker, Vogue and 
Woman's Home Compenton 


‘Sets Exposition Date 


The llth Packaging Exposition 
and Conference will be held April 
-4, 1941, at the Stevens Hotel, Chi- 
cago, according to an announcement 
by the American Management Asso- 
ciation A change has been made 
from the previous tentative dates 


Emerson Joins ANA 


Emerson Drug Company, 
more, Md., has been 
membership in the 


Balti- 
elected to 
Association of 


National Advertisers. T. N. Weath- 
erby, vice-president, will represent 
he company in the ANA 


PROSPECT LISTS au Classifications 


\re you mailing 
idvertising on a definite 
nel de new prospects 


for our 1940 MAILING 


program. 
LIST 


CES) DAILY MAILING 


b too small or too large. Write for 


your literature to just 
Get a PROSPECT LIST which will 
and eliminate 
catalog showing over 6,000 classifications. 
Let us diseuss our COMPLETE DIRECT MAILING ADVERTISING SERV. 
CAPACITY 


1 bundle of names? Plan your 


those no longer in business. Send 


100,000 PIECES OF MAIL. No 
full particulars: 


(RADE CIRCULAR 
lept. AA, 27 S. Market St. 


ADVERTISING CO. 


FRAnklin 1182 Chicago, II. 


Sor iM ae! hae So 
4 a. 

.- a ‘ 
bg: 


“Operation of FIC. 
Discussed by 
Coast Agency Men 


Vancouver, B. C., July 11.—Re- 
lations with the Federal Trade 
Commission and the matter of fees 
versus commission arrangements 
highlighted the discussion at the 
advertising agency departmental of 
the Pacific Advertising Clubs 
ciation here this week. 

Discussion at the session, presided 


Asso- 


over by William H. Horsley, of Pa- 
cific National Advertising Agency, 
Seattle, was informal, and was 


highlighted by a discussion of Fed- 
eral Trade Commission 
Frederic R. Gamble, managing di- 
rector of the American Association 
of Advertising Agencies, New York. 

The FTC is working on a very 
small appropriation for the job it 
is trying to perform, but neverthe- 
less is working efficiently and in 
general reasonably, he _ implied, 
pointing out in passing that the 
Commission has found considerably 
less than 1 per cent of the adver- 
tising it has examined to require 
corrective action. 

Should Not Be Stampeded 


Advertisers should not = allow 
themselves to be stampeded into 
signing stipulations, Mr. Gamble 
declared, but on the = contrary 
should stick strongly to the claims 
which they feel are justified. If 
you are making claims and can 
authenticate them, he said, make 
your claims just as forcefully as you 
can, because an advertiser can get 
into just as much difficulty with 
the Commission over a half-hearted 
claim as over a forceful, vigorous 
one, and if the claim can be proved 
it is merely common sense to pre- 
sent it as forcefully as possible. 

In many respects the operations 
of the FTC have proved a blessing 
in disguise, Mr. Gamble intimated. 
They have required advertisers and 
copywriters to dig harder for new 
ideas, and to be more careful about 
what they say, thus indirectly giv- 


ing them more confidence in the 
product and sales story, and de- 
veloping new sales approaches and 
new copy angles. 

One big disadvantage of the 
FTC’s method of operation, he 
pointed out, is that a cease and de- 
sist order might be issued against 


one company on the basis of certain 
statements, despite which it might 
be possible for a competitor to make 
substantially the same claims for a 
long period after the first company 


has been prevented from using 
them. 

The discussion of agency com- 
pensation brought out many con- 


flicting viewpoints over the merits of 
commissions, fees, and a combina- 
tion of the two, the consensus be- 
ing that commissions were probably 
most satisfactory, speaking gener- 
ally, especially if there was a clear 
understanding as to what services 
were covered by the commission, 
and if additional services were paid 
for on a fee basis 


Soybean Canners Open 
Chicago Offices 


The recently organized Associated 
Soybean Canners of America have 
opened Chicago headquarters at 20 
W. Jackson blvd., Chicago, for the 
promotion of canned green soybeans 
on a national basis, under the direc- 
tion of J. L. Newman, director of 
publicity and research 

Henry M. Wollum, secretary of 
the Owen, Wis. Canning Corpora- 
tion, is in charge of general head- 
quarters. Walter L. Schroder, head 
of the Fox Valley Canning Company, 
Hortonville Wis., is president of the 


association 


Ashley to “U. S. News” 


D. W. Ashley, formerly with 
Crowell-Collier Publishing Com- 
pany, has been made advertising 
director of the United States News, 
New York Norman O. Mick has 
been appointed Western advertis- 


ing manager 
Chicago 


with headquarters in 


matters by 


|volume, the 
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Six-Month Chain 
Sales 7.6% Above 
Last Year's Figure 


Chicago, July 11.— Continuing 
their uninterrupted gains of recent 
months, 22 chain store organizations 
reported June sales 7.3 per cent 
ahead of last year, and six-month 
sales 7.6 per cent ahead of the cor- 
responding period of 1939, an anal- 
ysis shows. 

Actual dollar volume for the 22 
chains during June was $282,748,- 
490, compared with $263,582,406 for 


last June. For the six-month period 
dollar volume this year was $1,- 


458,030,976, compared with $1,355,- 
604,416 last year. 

Gains for the month were distrib- 
uted fairly uniformly throughout 
the list. Four food chains showed 
an increase of 7.4 per cent in June 
group ending up the 
period with a net gain 
last year of 7.2 per cent 


six-month 
over 


Continue Upsurge 


The mail order chains continued 
their upsurge, June gains of 7.7 per 
cent being recorded, and six-month 
gains of 9.7 per cent. Total volume 
of the three chains in this group for 
the six-month period was $506,055,- 
793, compared with $461,223,523 last 
year. 

In the drug field Walgreen Com- 
pany, the only chain reporting, had 
June sales of $6,060,269, an increase 
of 9.2 per cent over last year’s figure 
of reappr yl and six-month sales 
of $36,145,675, compared with $34,- 
281,739 last year, an increase of 5.4 
per cent. 

In the variety and miscellaneous 
group 14 chains reported June sales 
of $109,304,982, compared with 
$102,461,193 last year, for an in- 


crease of 6.7 per cent. For the six- 
month period sales of these chains 
totaled $576,352,782, a gain of 6.1 


per cent over the 1939 total for the 
period of $543,278,416 
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Maynard Boyce Takes 
Over Transit Advertising 

Maynard Boyce, Inc., Los An- 
geles, has been named exclusive 
representative for all street car and 
bus card advertising in the Los An- 
geles metropolitan area and south- 
ern California, exclusive of San 
Diego, by Pacific Electric Railway 
Company, operating local transpor- 
tation systems in this area 

Maynard Boyce, Inc., 
nized Jan. 1 to represent the Los 
Angeles Railway Corporation, and 
absorbed the Boyce Motor Coach 
Advertising Company, which of- 
fered coverage in Santa Monica, 
Long Beach, San Pedro and Wil- 
mington. Officers are Maynard 
Boyce, president, and C. N. Parker, 
secretary and treasurer. 


was orga- 


Transit Advertisers 
Gets Pennsy Space 


Transit Advertisers, Inc., 
York, has been awarded the car 
card and poster advertising repre- 
sentation on the Pennsylvania Rail- 
road, Long Island Railroad and 
Pennsylvania-Reading Seashore 
Lines. 

The company also handles trans- 
portation advertising on the New 
York, New Haven & Hartford Rail- 
road and the Boston & Maine line. 
A. H. Richardson, vice-president, 
will supervise all sales activities. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


New 


The Old-Fashioned Way 
First the engraver —in one 
place. Then the typographer— 
maybe half a mile away. After 
that the printer — maybe a 
mile off in another direction. 

Calling in— interviewing — 
giving instructions—checking 
up—telephoning. Trouble— 
worry — uncertainty. 

After that —misunderstand- 
ings — mistakes —corrections. 

Why continue the old-fash- 
ioned way? It 


Wastes Time and Money 


Ad-Setters 
Phone Wabash 7820 


PRINTING 


DAY AND NIGHT SERVICE 


mney He old Costly Way ? 


THE FAITHORN WAY 


Call in ONE concern and give ALL 
your instructions to ONE MAN, 
to handle ALL THREE operations. 
Then you'll have— 


ALL responsibility is now with ONE 
instead of three 
vided interest and attention. This 


Saves Time and Money 


FAITHORN CORPORATION 


504 SHERMAN STREET. CHICAGO 


ON DOING IT 


ONE man to instruct—instead of three. 
ONE order to write out. 
ONE firm to deal with. 


you'll get undi- 


Engravers «+ Printers 
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Niles Trammell 
Advanced to Post 
of NBC President 


(Picture on Page 1) 


New York, July 12.—Niles Tram- 
mell, executive vice-president of 
National Broadcasting Company 
since January of last year, was to- 
day named president of the com- 
pany at a meeting of the board of 
directors, succeeding Major Lenox 
R. Lohr, who resigned to become 
director of the Museum of Science 
and Industry, Chicago. 

Speaking as chairman of the 
board, David Sarnoff paid strong 
tribute to the new president’s rise 
and his intimate knowledge of all 
phases of the business. “It is a 
distinction to a new industry that 
it has produced from its ranks a 
young executive of his type,” he 
said. 

After serving as lieutenant in the 
army during and after the war, Mr. 
Trammell took his first commercial 
position with the Radio Corporation 
of America in San Francisco in 
1923, and the following year wus 


named Pacific Northwest district 
manager of the marine division of 
that company, becoming assistant 
sales manager of the company’s 
Pacific division in 1925. 

He joined the sales staff of Na- 
tional Broadcasting Company in 
March, 1928, and two months later 
was named manager of the central 
division in Chicago, becoming a 
vice-president the following year. 


‘Stand Appeal’ of 
New Magazine Is 


Tested in Advance 


New York, July 10.—A practical 
experiment in pre-testing the cover 
appeal of a new magazine was 
launched here today by Fashion, 
which will make its debut on the 
nation’s newsstands Aug. 23. The 
new monthly, to be issued by Dell 
Publishing Company, will be de- 
voted to serving “the American 
woman who wishes to live and 
dress with distinction, but who 
knows her values and counts her 
pennies.” 

Armed with batches of a dummy 
copy, Fashion research men visited 
prominent newsstands in the city 
and persuaded the dealers to give 
space to copies of the sample issue, 
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which was bound with a four-color 
cover and had several inside pages 
printed. First report filed by the 
researchers covered the busy stand 
just outside the Macy department 
store. 

During the 90-minute period the 
magazines were stacked on the 
stand, 35 women made purchases. 
Twenty-two bought newspapers and 
13. magazines. Exactly a dozen 
picked up copies of Fashion and 
wished to purchase them, but in 
each case the watcher stepped in to 
explain that these were merely test 
copies. 

The new magazine will sell for 
15 cents a copy. Its size will be 8% 
by 11% inches. Initial guaranteed 
circulation will be 150,000 copies. 


Joseph Incorporates 
The Jesse M. Joseph Advertising 


| Agency, Cincinnati, has applied for | 
incorporation in the state of Ohio. | 


Jesse M. Joseph has been the sole 


|owner of the firm since 1909. Listed 


as incorporators are Nelson J. 
Cohen, Albert A. Corbin and Mr. 
Joseph. 


Fred G. Gruen Retires 

Fred G. Gruen, who recently re- 
tired as chairman of the board of 
the Gruen Watch Company, Cin- 
cinnati, has been succeeded by his 
brother, George J. 
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Now... Metro 


‘Once... A Few Hardy Souls! 


i 


politan Los Angeles! & 


a SO a 


YOUR BEST, Fernday PUNCH! 
——A 


TT 
——_— 


More Sunday Circulation! 


Then the Other @ Southera Californie 
Sendey Pepers Combined 


Gud AT A LOWER RATE! 


EXAMINER | 566,175] 9 | 
| 959,854 1495] 


$193.834,763 here. It’s a 


spread market transformed from desert 
areas by irrigation and power; all pro- 
jects fought for and won through the 
pages of the Los Angeles Examiner; 
water has made Southern California 
not only the world’s playground, but 
the richest agricultural district as well. 
Therefore, is it any wonder the Exam- 


iner’s editorials. features 


tising exert so much influence upon 
the buying habits and lives of South- 
ern Californians? 


LOS ANGELES EXAMINER 


NCE, years ago, only a few hardy 
souls ventured into the arid vast- 
ness of Southern California seeking 
relaxation and entertainment. 
all is changed. Southern California’s 
capital is a world metropolis, a style 
center, with varied playgrounds scat- 
tered throughout its ten counties. In 
1939 alone over 1,703,167 tourists came 
to this wonderland and spent well over 


Now— 


rich, wide- 


and adver- 


Represented Nationally by the 


* 


For tops in vacations this summer, travel the Coast. 
Fair in San Francisco, see the wonders of Southern California. 


RODNEY E. BOONE ORGANIZATION 


See t h e 


ABC Adopts New 
Gift Subscriptions 


circulation were 


Guth Drops Cola 
| Price to 4 Cents 


Rules on Bulk and in Philadelphia 


| tle of the colas,” that exciting ; 
chandising drama which has bee, 
going on 
Chicago, July 10.—Rules covering | Several years, threatened to 

bulk sales, gift subscriptions and a| Velop into a suicidal conflict here 
change in the definition of net paid| this week as Ernest C. Guth, 

the | Baltimore, 
meeting of the Board of Directors| With a newspaper advertiving 


ee 


Philadelphia, July 11—The ° 


with unabated fury . 


startled local Citizens 


of the Audit Bureau of Circulations | C@€mpaign featuring a twelve-ource 


at Montebello, Que., late in June. 

The bulk sales rule provides that | 
“all subscriptions purchased in 
groups of 11 or more... 


| bottle of Guth Cola for four cents 


This marked an apparent change 
in the merchandising plans of Vy; 


shall be | Guth, brother of the Guth of Pepsi- 


designated as Single Issue sales in | Cola fame, since in introducing |} 


| 
| 
| 


Bulk or Term Subscriptions in bulk, | 
except as permitted or prohibited 
by the following provisions:” 
Quantity sales can be set up as 
|bulk only when not less than 50 
per cent of the single copy or sub- 


scription price, whichever is applic- | 
able, shall have been paid. Copies | 
or term subscriptions involved in a) 


bulk sales which is induced or in- 
fluenced by a premium, contest, “a 
contribution to charity, a_ special 
write-up in the publication or out 
of it, a special advertisement, or 
any other extraneous consideration, 
shall not be recognized as paid cir- 
culation but shall instead be set up 
in unpaid circulation.” 


More New Provisions 


Bulk sales cannot exceed the total 
average net paid circulation exclud- 
ing bulk, and if the number of term 
subscriptions in a single bulk sale 
exceeds five per cent of the total 
average paid term subscriptions of 
other types, the subscriptions in- 
volved in that sale must be set up 
as free distribution, and if the num- 
ber of copies of a single issue in- 
volved in a bulk sale exceeds one 
per cent of the total net paid ex- 
cluding bulk, the copies involved 
must also be shown as free distri- 
bution. 

On gift subscriptions, the follow- 
ing will not be considered paid cir- 
culation: 

“Gift paid for by 
subscription salesmen or others who 
are compensated by merchandise or 
other rewards in lieu of a cash com- 
mission. Gift subscriptions which 
are paid for by one who has been 
offered a premium by the publisher 
or his agent. Gift subscriptions paid 
for by a participant in a 
conducted by 
agent.” 

On paid circulation the following 
amendment was adopted: 

“A term subscription for one year 
or more paid in accordance with 
this rule may be included in net 
paid circulation, if the publisher so 
desires, for not more than three 
months after the expiration of t! 
period. Provided that the subscrip- 
tions served after expiration are 
served not with back copies but in 
regular order and at the same time 
that the unexpired 
are served. 


subscriptions 


contest 
the publisher or his 


subscriptions 


Coblentz Named Publisher 
of “S. F. Call-Bulletin” 


Edmond D. Coblentz has been 
named publisher of the San Fran- 
cisco Call-Bulletin, returning to 
San Francisco after 40 years in the 
Hearst organization during which 
time he has served in a variety of 
capacities from coast to coast 

He was at one time managing 
editor of the publication which he 
now heads, and was also publisher 
of the San Francico Examiner. In 
1927 he went to New York as editor 
of the American, subsequently be- 
ing named member of the board of 
directors of the Hearst newspapers 
and supervising editor for all Hearst 
morning papers. 


Transfer U. Ss. Units 


The U. S. Food and Drug Admin- 
istration is now under the Federal 
Security Agency instead of the De- 
partment of Agriculture and the 


functions of the Federal Alcohol 
Administration have been trans- 
ferred to the Alcohol Tax Unit of 


the Bureau of Internal 
since federal reorganization 
went into effect July 1 


Revenue 
plans 


a companion six-ounce 


| four-cent price as at the prey ious 


12-ounce drink in Baltimore 
April of this year, he reported that 
his company planned to bring out 
bottle 
retail for three cents. Cutting o 
the price on the larger bottle 
four cents marks a new low in re- 
tail price for any similar procuct 

While retailers will not make as 
much net profit per bottle at the 


five-cent price, the company de- 
clared that retail profit, based o 
dollar volume, is unchanged. The 
net result of this, of course, is that 
it will require the sale of 25 bot- 
tles to produce the net profit to 


merly available from the sal 
20 bottles. 
i" 
Others Unconcerned [ 


Distribution is being soug! 
through individual truck operat 
who act as distributors on an ex-] 
pense plus profit basis. 

Other soft drink distributo: 
the local territory expressed them- J 
selves as unconcerned 
price slash, and their attitude 
seemed reasonable in view of the] 
reactions of typical dealers cnt 

vers 
were ll 


nered by ADVERTISING AGE, se 
not interested in handling a fou “| 


ovel the 


of whom asserted that they 


cent drink because of the added} 

work and lessened unit profit 

volved. 
Campaigns similar to the one No 

Philadelphia are breaking in Was! ore 


ington, Detroit, Baltimore, Readi 
Pittsburgh and Montreal. Fra 
C. Webb Company, Baltimore 
the agency. 


Announces “Department 
Store Selling” 


A monthly tabloid size paper | 
be called Department Store Selli 
has been announced by Industri 
Publishing Company, Cleveland 
first issue to appear Sept. 25 

The publication will be directe¢ 
at the training of the retail sales- 
person. 


WITH J-NEINMAN ) 


TRANS PAREN 
4. PACKAGING 


mak 


MANUFACTURERS! 
Increase Sales With 
WEINMAN TRANSPARENT 
CONTAINERS AND DISPLAYS 


s Sell vou preatuct 


N\ Thy I's nd Re Ux 


‘ 


WEINMAN TRANSPARENT 


WRITE TODAY FOR CATALOG A>* 
LIST ' mi your praduct to be p 
some »bligatior 


Transparent Box Headquart«'* 


WEINMAN BROTHERS 


Dept. AA. 325 WN. Wells St. Chie . 
(EXPERIENCED SALESMEN WRITE 
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HOTOGRAPHIC 
‘| REVIEW O e-_ 


CROPUERT TRECRPORTANON STATE ABD LOCAL TAX Wf amy Exes 


TELLS EASY RIDING STORY IN DRAMATIC FASHION 


Yo 


*e : eats 


ut It doesn't require much thought to relate the message of this attention-arresting 24-sheet to the Dodge story. It was pro- 
ti duced by Continental Lithograph Corporation through Ruthrauff & Ryan, Dodge agency. 
: HERSHEY REVAMPS PACKAGE FOR SOAP 


ne SALES SUGGESTION YOUNG LADY GETS VERY CURIOUS 


ie- 
Or 
lhe 
tha 
= 
‘ 
I 
- 
em. ; 
the @ 
11ude 
sal- 
; — National Biscuit Company's Very Thin 
fou ' pretzel sticks have achieved national 
idded & distribution, and this display, in which Unconventional view of a very young lady overcome by curiosity—and who 
n- / the contents of a package are shown wouldn't be curious at finding a couple of gauges set into perfectly enormous 
is helping to move them off dealers’ spectacle frames. For further explanation, see Mr. Brendel’s letter on Page 18 
ne Not so well known as the Hershey chocolate line is this comparatively new shelves. 
V ash- product, soap granules made with cocoa butter. The new package, right, is a 


ding cardboard carton designed by McKee & Albright, and is now being sampled 


in Pennsylvania. TAKE CHARGE FEATURES WATCH 


MOTOROLA SUPPLIES ''MONEY-MAKER" UNIT 


——-- - 


-~@s 


i ceeeunediibeeliieietaeemeatl 
Motorola 


Motorola Radios 


To add punch to its unusual watch stunt, Shell Oil Company is using giant 

StanZall Weatherboard cut-outs, nine feet high, in four colors, as shown here. 

Chicago Show Printing Company turned out 20,000 of the giant displays for 
Shell. (Story on Page 6.) 


New 1941 display unit being supplied dealers by Galvin Mfg. Corporation 
maker of Motorola radios. The center unit holds 10 to 12 table models and 
the side wings accommodate consoles. 


X-RAY BACK HELPS G-E DEALERS SELL 
INITIALED GLASSES FOR CHOCOLATE SYRUP 


STANDS THE 
may rest 


. 2 Rew oueL 


/ aout © 80m 8 premrs 


A ot Above, Richard E. Berlin, newly named A simple cardboard display piece, thumb-tacked across the chassis of a console 
; president of the Hearst Corporation, and model radio, has proven a remarkably effective retail sales aid for G-E radios. 
*rden Company is carrying the re-use container another step forward with these below, Martin F. Huberth, made presi- Its principal value lies in the fact that it induces the salesman to show the 
"ractive glasses, available in all initials, for its chocolate syrup. (Story on Page 5.) dent of American Newspapers, Inc back, as well as the front of the model, and thus demonstrate its features. 
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EVER HEAR THE ONE ABOUT 


MRS. JONES AND THE GROCERIES? 


HERE’S A STORY YOU'LL LIKE. It’s about a few hundred 
thousand women named Jones and the groceries they buy. Our 
Market Research Department heard it recently. It goes this way: 


The women named Jones are typical housewives in New 
York City’s high and medium income neighborhoods. They buy 
groceries for 54% of all the families in the city. Their grocer 
represents 46° of all the grocers in the city. 


Yet these women named Jones (or Smith or MacGruder) 
buy 70% of all cornstarch puddings sold in the city. And 65% of 
all canned soups. And 73% of all canned and bottled beer. And 65% 
of all hot cereals. And so on... add profitum. 


And because they are easier to sell and less costly to sell 
and more profitable to sell, we call these housewives the Profit 
Half of the New York market. 


The point of the story is that if you want to sell your 
product to these housewives, The New York Times can do it for 
you. Because in the New York market alone, The Times reaches 
221,840 of them weekdays, 414,180 Sundays... one of the largest 
groups of women reached by any newspaper in the country. 


The New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT" 


ADVERTISING OFFICES: CHICAGO + DETROIT « SAN FRANCISCO « LOS ANGELES 
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